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Follow Six Rules 
For Kitehen Profits 


That’s the advice from a Brooklyn, N.Y., 
dealer who has been in the business for 40 
years. He follows these six steps to modern- 
ization profits. see page 17 


Service To Sell 


A big, well-trained staff plus special serv- 
ice facilities and modern accounting help 
this dealer sell. 


Are Sehool Plans 
Worth The Trouble? 


For the record, everyone praises discounts 


see page 24 


for home economics departments. But off 
the record, manufacturers and distributors 
wonder if they pay off. see page 3 


Hi-Jinks In Hawaii 


Here’s a full page picture report of Gib- 
son dealers’ trans-Pacific safari to our fes- 
tive island state. see page 7 


Motorola’s Portable 
No Longer Japanese 


From now on Motorola will build its $29 
portable transistor radio entirely in_ its 
Quincy, Ill., plant. The price will not be 
4 I } 
boosted. see page 2 
pag 


New Japanese Goods 


For U.S. Markets 


That’s what importer Richard Stollmack 
wants. Transistor TV is just the first step 
in the ambitious plans of the head of Tran- 


sistor World Corp. see page 3 
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What’s Wrong With 


Industry Foreeastinge ? 


Obvious answer: It’s not always right. 

But in a year when factory warehouses are 
stacked eight and nine deep with the fruits 
of overproduction, the question'¢alls for more 
than a pat answer. And, deterrgined to find 
one, some quarters of the appliance indus- 
try are looking deep into their! crystal ball 
gazers’ techniques. | 


Last week NEMA tackled forecasting when 
the consumer products divisidon’s statistical 
and market analysis committeé met at Whirl- 
pool’s summer camp near Baldwin, Mich. 
And the gripes aired at that meeting. pretty 


a 
well echoed the ones all associations, busi- 
ness publications and professional forecasters 
are having to face this year. 
Generally, the gripes run like this: 

@ Forecasts have been too far off. A 5% mis- 
guess i I standable, but 15% and 
over is ach. Some recent examples: 
AHLMA’s 1959 prediction for conventional 
washers was 19.6% low; NEMA’s 1959 pre- 
diction for refrigerators was 16% low. And 
1960 forecasts from all sources are expected 
to be even farther off the mark. 
e Forecasts based on manufacturers’ esti- 

Continued on page 8 
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Motorola Drops 
‘Made In Japan’ 


The final shipment of Japa- 
nese-made portable transistor 
radios for Motorola is cross- 
ing the Pacific on a freighter 
bound for a U. S. port 


From now on, Motorola will build 
the Model X-15, six-transistor ra- 
dio in its Quincy, IIl., plant without 
boosting the $29.95 retail price. 

Last week, Ed Taylor, executive 
vice president of Motorola’s con- 
sumer products division, sat in his 
Chicago office and told why. 


“We want to control the manu- 
facture of all of our portable ra- 
dios in the United States,” Taylor 
explained. “And we did not want 
the made in Japan label on any of 
our products. 

“Then too, we wanted to give 
more employment to Motorola peo- 
ple.” Taylor saved his final—and 
perhaps most vital—reason for last. 
“We are now able to build the 
radio at Quincy as cheaply as we 
can import it.” 

That, Taylor agreed, was a ma- 
jor consideration—and one Ameri- 
can manufacturers might well thank 
the Japanese for. “They (the Jap- 
anese) taught us to cut our produc- 
tion costs,” Taylor observed. “As a 
matter of fact, they forced us to 
cut our costs.” 


Motorola began importing the X- 
15 last February. It was designed 
by Motorola engineers in Chicago, 
built in Toshiba’s big Japanese 
plant, then purchased, labeled and 
brought to the United States by 
Motorola. 

Taylor was asked how many To- 
shiba-built radios Motorola had 
brought into the U. S. this year. 

“Many of them,” he answered. 


Motorola’s decision to end _ the 
agreement with Toshiba was made 
early in the summer. 

Neither the Japanese-imposed 
quotas on transistor radio exports, 
nor the recent anti-Japanese feel- 
ing influenced Motorola’s decision, 
Taylor said. 

“We’ve found very few people 
object to Japanese imports,” he ex- 
plained. ‘Last year, we brought in 
several thousand Japanese pieces 
arfd received only two letters of 
complaint.” 


Motorola will continue to import 
electronics components—mainly 
condensers, resistors and transistors 

from Japan as long as it is eco- 
nomical. 


NARDA Behind Ad Push 
To Sell 1960 Refrigerators 


Executives from most big re- 
frigerator manufacturers, NARDA 
leaders and a quartet of appliance 
lealers last week met in Chicago’s 
Merchants and Manufacturers Club 
“to get one more big refrigeration 
sales effort underway in 1960,” as 
NARDA’s Gail Pinkstaff, executive 
vice president put it. 

Best bet as the meeting opened 
appeared to be an industry-wide 
advertising campaign on the local 
level. Manufacturers would plan it; 
NARDA would coordinate it and 
supervise distribution of ad ma- 
terials. 
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Join Premium Business, See Miss World 


ENJOYING THE VIEW, above, is Robert G. Roten, vacuum cleaner sales man- 
ager for G-E’s housewares division, a first-time exhibitor at the Premium Show 
in New York. Miss World is Corinne Rottschaefer of The Netherlands. 





And Now A TV Code 


Using AHLMA code and FTC 
guides as base points, EIA 
committee has started work on 
its own ad practices guide 


Shortly after Jan. 1, the final code 
should be ready. Basically, it figures 
to set up along the same line as 
AHLMA’s with provisions about 
comparative pricing, phony lists, 
bait advertising and false trade-ins. 

Spurring the industry-wide 
crackdown on deceptive ad claims 
was Motorola Executive Vice Presi- 
dent Edward Taylor, who is in 
charge of the 19-man EIA commit- 
tee formed at French Lick, Ind., to 
study code proposals. 


“We’re looking to clean up a mess,” 
explained Taylor, ‘‘and it certainly 
is a mess. We think the dealer body 
as a whole will benefit from clean 
advertising.” 

At French Lick, the 19-man com- 
mittee received copies of the 
AHLMA code to study. The com- 


mittee will report its findings at the 
Nov. 30 meeting in San Francisco 
and then EIA will decide what to 
do. It can simply endorse the 
AHLMA code or draft a parallel set 
of rules. 

“Ours should be pretty close to 
the AHLMA code in principle,” ex- 
plained James D. Secrest of EIA. 
But Secrest believed there would 
be changes simply because of vary- 
ing industry conditions. 

Chairman Taylor has _ already 
conferred with AHLMA’s Homer 
Travis seeking suggestions and the 
laundry association’s blessings, 
which are expected to be forthcom- 
ing. 


Industry reaction was good. “When 
I brought it up,” said Taylor, 
“everyone was so enthusiastically 
in favor, I doubt we will have any 
objections.” 

Enforcement? Compliance will be 
voluntary, but industry will still 
hold a big, big club: Co-op adver- 
tising money. 





GPA: Maytag’s Panacea 
For Trade-In Troubles 


The initials stand for ‘“guaran- 
teed performance appliance.” Be- 
hind them is the company’s new 
program, designed to help fran- 
chised dealers recondition and re- 
sell used appliances—especially 
automatic washers. 

To dealers who embrace the GPA 
banner—not all will be invited to— 
Maytag is offering: 

e Fact-crammed instruction book. 
@ Plenty of GPA tags to hang on 
reconditioned pieces. 

e Assistance from the company’s 
field service organization. 

e A chance to reap greater profits 
from trade-ins. 


Although GPA is new (S. R. Payne, 
Maytag’s general service manager, 
broached it in Chicago last Friday), 
it is based on a prewar Maytag pro- 
gram for wringer washers. The up- 


dated plan, Payne said, “provides 
qualifying dealers with instructions 
on how to evaluate used appliances 
for reconditioning, how to recondi- 
tion those selected and how to mer- 
chandise the finished units.” 


The instruction manual—actually a 
looseleaf binder of fact sheets and 
marketing data—is the dealer’s key 
weapon. 

The GPA tag tears into three sec- 
tions. One portion describes the 
service guarantee and tells the cus- 
tomer what the dealer did in recon- 
ditioning the piece. A second por- 
tion details the GPA guaranteed 
exchange program (customers get 
full credit if they exchange the 
GPA piece for a new or recondi- 
tioned unit inside of a time limit). 
The third portion goes into the 
dealer’s lead file. 





AHLMA Looks 
At The Gripes 


That mythical customer, the 
little old lady in the shawl, 
was the hero—and the villain 


—at AHLMA’s 8th annual 


parts and service conference 


She wasn’t there of course, but 
speakers spent nearly a full day 
probing her likes and dislikes. And 
they worried mightily about both. 

Theme of this year’s American 
Home Laundry Manufacturers’ As- 
sociation conference was “measur- 
ing customer satisfaction” and 
nearly 200 home laundry people 
turned up at Chicago’s Sheraton 
Towers Hotel to hear the big boys 
—hboth inside the industry and out 
—pay court to the little, old lady. 

Luncheon speaker George Um- 
breit, Maytag president, summed it 
up: The secret which spells success 
is customer satisfaction. The reason 
customer satisfaction spells success 
is that it pays off in dollars and 
cents.” 

And if an innocent appliance 
buyer had wandered into the con- 
ference, she would have been flat- 
tered to learn the time, effort and 
money manufacturers are spending 
to gauge customer satisfaction—in 
this instance, satisfaction with serv- 
ice. 


A typical prober was “Chicago Tri- 
bune” Marketing Manager Howard 
Keefe, who warned, “your new 
owners are becoming more the av- 
erage type of family with little 
money to spend on costly repairs.” 
Keefe, who boasts, “our laboratory 
is the consumer,” described one 
typical automatic washer buyer: 

“The biggest climax will come on 
the first service call he experiences. 
Everything before that ... will be 
building up to it and many things 
following it will stem from the way 
it is handled.” 


Filling in the background, General 
Electric Product Service Consultant 
E. A. Anthony observed, “during 
the ’50s customer dissatisfaction 
with service in major appliances 
rose alarmingly.” 

G-E’s answer? “Satisfaction ac- 
counting—a depth study of cus- 
tomer attitudes,” said Anthony. The 
study has shown customer satisfac- 
tion—or dissatisfaction—with serv- 
ice is based on some fairly basic 
factors—fast, convenient service, 
competently performed at a reason- 
able price. The next step? To trans- 
late these desires into results. 


“We use cards,” said Philco’s Rob- 
ert E. Myers. These cards—which 
are returned by 37% of Philco’s 
service customers—give a pretty 
fair indication of consumer atti- 
tudes. 

Prompt service is essential, Myers 
added. “Slow service will change 
a normally sweet ‘Mrs. Jekyll’ into 
a raving ‘Mrs. Hyde.’ ”’ 

From Maytag’s A. B. Murray, dis- 
cussing product improvement, came 
a final warning: 

“Merely saying a product is bet- 
ter will not make it so. Our claims 
are meaningless once the product 
is installed in a home—the product 
then does the talking. The claims 
and comments we are interested in 
are those made by the user after 
she has owned the product for sev- 
eral years.”’ 















SEPTEMBER 26, 1960 


Jail Birds In A Gilded Cage 



















































































ALMOST LITERALLY LINED WITH GOLD because Knodel-Tygrett Co., 
Cincinnati Norge and Zenith distributor, cleaned up nearly $300,000 worth of 
business with this promotion. Salesmen were locked in their offices until 85% 
of their customers visited them. Above, Sheriff Dan Tehan of Hamilton County 
handcuffs Charles Palmer, middle, and Bob Steltenkamp because they underbid 
competitor on refrigerators. Below, sheriff herds “price-breakers” to “jail.” 
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RCA Scores In Cleveland 


Bring the public to a dealers’ showing? The novel idea works, 
according to Cleveland dealers who benefited from a showing 
by the RCA Sales Corp. and Mainline, Inc., a distributor 


After the people were counted 
and their reactions evaluated, little 
doubt remained that the Mainline, 
Inc.,-RCA Sales Corp. Cleveland 
stereo promotion (EM Week, Sept. 
19) reached its goal—getting the 
public into a dealer showing of new 
models. 


According to official count, more 
than 2,000 Clevelanders looked over 
the RCA line in what has been 
called the most elaborate opening in 
this market’s history. Because the 
show in Cleveland’s Hotel Pick- 
Carter was open from 10 a.m. to 8 
p.m., Mainline Vice President Jim 
Shipley feels it was never too jam- 
med, and permitted all guests a 
chance to look over and hear the 
units in operation at their leisure. 
And, Shipley says, the guests were 


‘all shoppers and no peanut-eaters.” 
One Mainline dealer, who brought 
in a customer to look over the full 
line, said the customer made up his 
mind on-the-spot and ordered a 
big-ticket stereo color TV unit. 


Mainline dealers in town—even 
those who didn’t get a direct sale 
out of the show—say they were 
really impressed by the dealer- 
introduction-turned public. (No 
sales were being made at the show, 
but questions of interested shoppers 
were answered by the distributor’s 
personnel.) 

In the words of one suburban 
RCA dealer, “It gives you a boost 
when you know someone is behind 
you, thinking up new and different 
selling ideas. The mass impact of all 
those units was wonderful.” 
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Good Will...Or A Pain? 


Now that school’s beginning again and many appliance manu- 
facturers and dealers are back in the education business, they’re 


For the record, everyone likes 
education sales programs (they’re 


‘also called school exchange or ap- 


pliance educational plans) which 
permit school and college home 
economics departments to buy ap- 
pliances at cut-rate prices. 

“It’s a tremendous’ goodwill 
builder,” says one manufacturer 
about his plan. “We’re reaching a 
growing market—the market of the 
future,” agrees another. “We just 
started our program and we’re glad 
we did,” adds a third. 


Off the record the tune changes. 
Manufacturers wish they could 
measure the number of potential 
customers generated by school pro- 
grams and a distributor—speaking 


asking whether school exchange plans are worth it 





for many of his fellows—bluntly 
calls his company’s plan, ‘‘a big, fat 
headache.” 

“It’s like firing a shotgun in a 
lake,” he goes on. “Maybe we hit 
some fish and maybe we don’t. But 
we never know.” 

A manufacturer’s spokesman de- 
clares, “Sometimes it’s hard to jus- 
tify a program where there are no 
quick, direct results. We try to 
think of it as a long-term educa- 
tional proposition and let it go at 
that,” 





School programs, for all of that, 
seem to be nearly universal. Most 
manufacturers—white goods, brown 
goods, even housewares—have some 
Continued on page 11 





DECISION MAKER: 


Richard 
Stollmack 


Head of transistor World Corp. wants 
new Japanese products for U. S. market 


The quota on Japanese radios 
with three or more transistors— 
about 4 million for 1960—is going 
to be reduced to 3 million sets next 
year, according to Stollmack. And 
his individual quota of radios by 
Toshiba will shrink from 401,000 to 
330,000. 

So, how do you expand a busi- 
ness with a falling ceiling? Stoll- 
mack’s decision probably provides 
the key to future trends in Japanese 
imports: (1) upgrade to get more 
dollar volume per unit; (2) bring 
in new products unaffected by 
‘quota restrictions. 

“We’re using every bit of inge- 
nuity to expand our markets,” he 
explained, “and to take the empha- 
sis off the six-transistor radio.” 


The new products? Television sets, 
tube radios, FM transistor radios 
and one of the smallest six-tran- 
sistor radios ever shown here. To- 
shiba’s seven-transistor wall radio 
is still another example of the at- 
tempt to find new fields to conquer. 
(The seven-transistor radio lists at 
$69.95.) 


In television, Stollmack is starting 
with an eight-inch transistorized 
portable. But this is just the first 
step. Eventually, he’s aiming for a 
transistorized portable with a 14- 
inch screen. 

“We would feel better off with a 
14-inch set,” he said, “and the 
Japanese are nearly at a point 
where they can produce such a 
set.” 

Price on the eight-inch sets, 
which sell for about $300 in Japan, 
is still a problem. At $199.95, Stoll- 
mack believes he:could move the 
sets in volume, as things stand now, 
he’ll probably have half-a-dozen 


eight-inchers for display by the end 
of this 


week and estimates that 











he’ll be in position to deliver by 
January, 1961. 

With one tube-model radio al- 
ready in the line (a five-tube, AM- 
short wave table model with a four. 
inch speaker and a suggested list 
of $34.95), Stollmack is going ahead 
with plans for the following three 
other radios: 

e A straight AM table model, 
ready in about ‘60 days, to list at 
$29.95. 

e An AM-FM table model with all 
frequency control, ready in about 
90 days, to list at $39.95. 

e Aclock radio, ready in about six 
months. The clock will be added 
after the radio is shipped to the 
U. S. No list price has been set for 
this model. 

Also in the works is an ultra- 
miniature six-transistor set, which 
will be even smaller than a regular 
package of cigarettes. About 2% 
inches wide and less than 2 inches 
high, the radio will be equipped 
with a 1%-inch speaker. Delivery 
of this model this year, however, 
depends on a loosening of quota 
restrictions. 

Stollmack also has plans for a 
transistor clock radio. He has al- 
ready added to the line an AM-FM 
10-transistor portable, listing at 
$89.95, and a nine-transistor port- 
able with microphone input which 
can be used as a public address 
system. The latter lists at $59.95. 

All of this is part of the coming 
upgrade and the move away from 
six-transistor radios, which have 
been the principle price footballs. 
Toshiba has already stopped mak- 
ing four-transistor sets and will 
discontinue production of fives 
sometime next year. 


When will the upgrade come? The 
first effects will be felt by Christ- 
mas, Stollmack predicts. 








EAST ... WILMINGTON, DEL.— 
Appliance dealers in Wilming- 
ton were optimistic about a gen- 
eral pickup in sales during the 
fall season. 

Reflecting their cheerful 
thinking was Pete Chance, Wil- 
mington Appliance Co., who, 
noted general improvement in 
white goods movement—partic- 
ularly washers and refrigerators 
—in the last few weeks. With 
his inventory “in the best shape 
in years,” he added, ‘‘we’re not 
going into the fall season with 
a lot of stuff to dump.” 

After having the roof fall in 
on his air conditioner business 
in June, a major distributor re- 
ported signs of a real upturn. 
His sales had been 13% above 
last year’s for the first five 
months of the year when he ran 
into trouble with June’s cool 
weather. Now, he said, laundry 
equipment and refrigerator sales 
have sparked a rise in business. 

Bob Justis, of Justis Bros., 
reported his promotions were 
“clicking,” and spurring his fall 
sales. Millard Keil, of Keil’s, 
said he already had _ noticed 
gains in post-summer sales. 

“August was the best month 
we’ve ever had,” enthused 
James Angelo Jr. of Colonial 
Television and Appliance Co., 
“and everything is selling.’’ He 
especially noted an upswing in 
sales of washers, TV and re- 
frigerators. 


SOUTHEAST... MIAMI—Hurri- 
cane Donna skyrocketed tran- 
sistor radio sales at retail and 





distributor levels. But for deal- 
ers it was the only bright spot 
this summer. 

Seacoast, RCA distributor 
from Jacksonville to Miami, is 
strong in everything except 
automatic washers and ahead 
dollarwise 12-15%, said Stanley 
Glaser, president. 

But discounter Earl Cole of 
Cole City was off 60%. “Dis- 
tributors haven’t got the right 
prices,” he griped. Cole was 
buying only new distress white 
goods to make “a halfway de- 
cent profit.” 

Donna spurred transistor sales 
across the state. Emerson Radio 
of Florida sold one dealer 100 
radios only to have him come 
back for more four hours later, 
reported Emerson’s Jerry Gut- 
kin. Seacoast sold as many sets 
in the two days before Donna 
as in a normal month. All 
sources reported above normal 
sales after the storm had passed. 

Appliance sales have been 
quiet for Budget Hardware, TV 
Joe and Allapattah Firestone. 
Only bright spot for all three: 
Portable TV, where sales were 
"teir.”’ 


MIDWEST CHICAGO—Not 
much change in the past month 
but business is better in the 
Windy City, according to deal- 
ers and distributors. 

The move to portables over 
the past several weeks had 
some people happy, some wor- 
ried. For a State Street mana- 
ger, it was just fine. He said, 
“Portable volume is_ helping 
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In Chicago, business was looking up, but spotty; and elsewhere 
dealers were looking to the fall to improve the year’s showing. 


push me way ahead of last 
year.” Out on the northwest 
side, a neighborhooder said, 
“Every time they go out of 
here with a portable, we kiss 
a big-set profit goodbye. So we 
try to be a little uncertain 
about portables to see if they’ll 
switch.” 

Nobody was talking stereo 
sales strongly. And some were 
unhappy. One department store 
man said his figures showed a 
start on stereo and then fell 
apart. Generally, inventories 
were reported low in hi-fi, for 
several reasons. 

The big one: Reverb. The 
tried-and-true blue-skyers, al- 
ways pleased with anything to 
talk about, were in favor of it. 
But elsewhere there was dis- 
approval ranging to indigna- 
tion. One of the indignant ones 
snorted: “Those manufacturers: 
They get the greatest thing go- 
ing the music business ever 
saw, and then they can’t keep 
their hands off it. They had to 
mess it up with a gadget.” 

Over on the white goods side, 
Chicago was seeing some nice 
action in ranges. Local manu- 


MERCHANDISING WEEK 


before the last quarter closed. 
Although few predicted a flood, 
most agreed with the owner of 
J. R. Jackson Furniture & Ap- 
pliance, who announced, “This 
is one time I can tell you what 
we’re doing. We’re fixing for 
fall.” 

The “fixing” means bigger 
promotions, with TV moving into 
the limelight. Elton Schackman, 
Schackman Appliance Co., had 
plans for a color TV window. 
Banners were going up for the 
Dallas Cowboys football team, 
and Schackman expected sales 
to go up, too, as the pitch for 
the Cowboys reached its peak. 

Although the quiet opening of 
Dallas’ first educational TV sta- 
tion did not produce a run on 
sales or service, T. F. Babb, co- 
owner of Wilshire Television, 
said he believes it will help in 
the long haul, since “the more 
they look at TV, the better.” 
Another dealer, who _ stresses 
service, said, ‘‘We haven’t even 
received a call to adjust an 
aerial for the new channel.” 

But Buck’s TV and Record 
Shop had plans to “push the ed- 























facturer Crown Stove was still 
going well with its year-old 
“custom-built” program—a deal 
that assembles the features the 
customer wants inside of a 
week. Whirlpool was said to be 
picking up business in ranges 
with its new line. 


ucational angle in advertising,” 
according to owner Jimmy 
Huett. Huett said his “last 
month was the best ever,” and 
he intends to continue with his 
first venture into radio advertis- 
ing in addition to increasing 
newspaper promotions. 

In the brown goods market, 
there was talk about reverb, but 
not much enthusiasm. It was 
called “frosting” and a “gim- 
mick to close sales.” 


SOUTHWEST. . . DALLAS—Ap- 
pliance-TV dealers here, watch- 
ing an increasing trickle in 
trade, were wondering if it 
would become a steady stream 









INDUSTRY |i 
MEMO [Ili 


e Anticipating a drop in toy radio 
exports to the United States be- 
cause of an increased tariff barrier, 
the Japanese have resumed export 
licensing of radios with less than 
three transistors as non-quota 
items. Tariff on the radios, which 
now must be clearly marked “toy 
radio” or “‘boy’s radio,” jumps from 
12.5% to 35%. 

If it is impossible to label the 
radios as “‘toys,’”’ manufacturers may 
indicate the number of transistors 
on the cases back. 
































e Judge Harold Bode in Kenosha, 
Wis., wanted an air conditioner in 
his chambers. He ordered it but 
Purchasing Agent Richard Lindgren 
refused to pay the bill. It cost more 
than $125, said Lindgren, and the 
County Board had to approve pur- 
chases above that figure. Called be- 
fore the court to explain, Lindgren 
stood mute. So Bode cited him for 
contempt and sent him to a non- 
air conditioned jail. 


e Based on the principle of the 
familiar racetrack pari-mutuel ma- 
chine, a department store automa- 
tion machine was unveiled in New 
York. It logs a transaction from pur- 
chase to billing, inventory control. 



























$5,053 For A Good Idea At G-E 


RICHARD ZINNING, GENERAL ELECTRIC appliance serviceman in Cleve- 
land, center, had an idea: Insert a spring-steel ring in a G-E automatic washer. 
As a result, Zinning receives a suggestion award check for $5,053 from William 
H. Dennler, right, general manager of the G-E major appliance division, and 
Fred Holt, general manager of the home laundry department. He won $1,000 


in 1959. 





















THIS WEEK'S [ill 
COLOR TV [ili 


MONDAY (All Times E.D.T.) 

6 A.M. (NBC) Continental Class- 
room (Monday-Friday) 

10.30 A.M. (NBC) Play Your Hunch 
(Monday-Friday) 

11 A.M. (NBC) The Price Is Right 
(Monday-Friday) 

12:30 P.M. (NBC) It Could Be You 
(Monday-Friday) 

11:15 P.M. (NBC) Jack Paar (Mon- 
day-Thursday) 























WEDNESDAY 
2 P.M. (NBC) Jan Murray (Wednes- 
day-Friday) 
8:30 P.M. (NBC) The Price Is Right 
10 P.M. (NBC) Astaire Time 










THURSDAY 
9:30 P.M. (NBC) Tenn. Ernie Ford 





FRIDAY 
9 P.M. (NBC) Bell Telephone Hour 









SATURDAY 
10 A.M. (NBC) Shari Lewis 
10:30 A.M. (NBC) Ruff & Reddy 
7:30 P.M. (NBC) Bonanza 


SUNDAY 
6 P.M. (NBC) Meet The Press 
7 P.M. (NBC) Shirley Temple 
9 P.M. (NBC) Chevy Show 
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Another reason customers preter 


HOOVER 
Handiest controls 
of any floor washer! 


Housewife has complete control 
panel in full view to show each 
stage of floor-washing operation. 


Press the ‘‘dry’’ button... 
the Hoover vacuum-drys 
the floor quickly, 

automatically ! 


Convenient finger-tip trigger. 
controls the amount of water 
idar-tameCel-s-Molemdil-Mmilelels 


Demonstrating the solid advantages of the Hoover Floor Washer is what will 
close the sale. Things like on-the-handle controls ... detachable tank with 
handle for easier filling and emptying... superior maneuverability because 
of the exclusive “swivel” nozzle... larger water capacity—and most ia 

important, Hoover quality throughout. Order from your Hoover repre- " ) 
sentative. The Hoover Company, North Canton, Ohio. 


HOOVER 


ELECTRIC FLOOR WASHER 
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An End To League Jinx? 


As members approved formation of the Electric League of Cali- 
fornia to replace the long-struggling Electric League of Los An- 
geles, optimists said the future looked rosy 


Why were things looking up? 
The answer: Behind the formal an- 
nouncement of the formation of the 
new league, EM Week found three 
factors which could end the chaotic 
customer-dealer-distributor rela- 
tions that have existed in the mush- 
rooming Los Angeles area. 

In the past no association has 
achieved membership much bigger 
than a neighborhood social club or 
developed a voice larger than that 
of electric leagues in many smaller 
cities. 

But now, these developments 

make the new league potentially 
the most powerful dealer-distributor 
utility association in the nation: 
e Both major electric utilities are 
backing the new league. It wasn’t 
until the long-time holdout, South- 
ern California Edison, expressed 
support that any action could be 
taken to expand a league beyond 
the area served by the city-owned 
Department of Water & Power. 


While the previous association had 
the support of only the city utility, 
it was plagued with membership 
and financial problems. It found 
dealers, distributors and manufac- 
turers reluctant to contribute to a 
group whose activities covered only 
the central section of their much 
broader market. But with the join- 
ing of the Edison Co., the league 
can add more than 1,000 appliance- 
TV dealers serving 1,400,000 cus- 


tomers to the 500 dealers with 800,- 
000 customers available to the old 
league. 

e New management and new ideas 
developed as the new league was 
formed. Mel G. Kennedy became 
managing director. He formerly was 
sales, marketing and public rela- 
tions manager for EBASCO, New 
York management consultants and 
has utilities experience. 


From the Edison Co., came a new 
promotion philosophy. T. M. Mc- 
Daniel, Edison vice president, ex- 
plained: 

“Basically we realized that we 
couldn’t concentrate our resources 
perpetually so exclusively on new 
construction that we didn’t also 
work on the replacement market 
through dealers. We’ve been consid- 
ering the replacement market for 
the past three or four years and 
were looking for a device that would 
enable us to get maximum impact. 
Kennedy’s appointment and the ex- 
pansion of the league’s activities 
into our 10-county service area 
seemed to offer that device.” 

e New dealer opportunities for 
league participation are offered in 
the initial plans of the new Los 
Angeles area league. Kennedy said 
one feature would be the establish- 
ment of area chapters to make it 
easier for members to participate in 
league activities and to gear pro- 
grams to local marketing porblems. 
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Back To School For Servicemen 


LONG-RANGE GOAL of the Appliance Profession Assn. of California—putting 
appliance servicing on a professional basis—comes closer above as servicemen 
take a test for certification. In background at San Mateo Union High School 
is Gerson D. Ribnick, managing director of the association. Three areas were 
tested: general knowledge of laundry equipment; servicing problems of well 
known makes and models; personality and public relations. 





Under consideration right now are 
chapters for Long Beach (pop., 
nearly 300,000), Santa Ana (pop., 
nearly 70,000), Pomona (pop., near- 
ly 70,000) Van Nuys, San Pedro 
and others. 


Promotions are beginning now in 
the new league, although participa- 
tion by the Edison Co. will not be 
felt until the utility’s new budget is 
approved in January. 


New members for ELSC will be 
sought in a late fall campaign. “I 
have to have something to attract 
dealers first,’ Kennedy said. “We 
can’t invite them to cooperate for 
the hell of it. We have to offer pro- 
grams, promotions and profit pos- 
sibilities. With ‘those we can expect 
to get the mutual cooperation that 
can’t help but give a tremendous 
boost to the entire electrical indus- 
try in Southern California.” 





SELECTONE ADJUSTMENT 


Offers a wide range from light 
tan to crispy brown. Toasts one 
slice perfectly, too, in “single 
slice’ well. 


SILENT OPERATION 


No noisy timers! Radiant control 
measures surface temperature of 
the bread, stops toasting cycle 
instantly when toast is done. 














Ac 
j 4 f 


-W Radiant Thermostatic Contro/ toasts 


SNAP-OUT CRUMB TRAY 


Hinged crumb tray at bottom of 
toaster opens with a simple pull 
of the knob, makes quick clean- 
ing a “snap.” 


WEST BEND 


td 


— 


AUTOMATIC POP-UP TOASTERS 


any kind of bread even/ 
reheats cold toast without burning! 


This is what your customers want — a toaster that makes 
perfect toast every time! The new West Bend radiant thermo- 
static control. halts the toasting process at the exact moment 
when the toast reaches the selected degree of brownness. 
(Old fashioned mechanically timed toasters just stop toasting 
whether the bread is toasted or not.) Even frozen bread, cold 
toast or waffles can be toasted with almost no change in degree 
of doneness. New slim-line design takes up little room in the 


kitchen. 


Gleaming chromé plated steel with brass colored 
“wheat” motif, black plastic base and trim. Guarantee included. 


2-SLICE TOASTER $ 1 792 


RETAIL 


4-SLICE TOASTER $9495 


RETAIL 


WISCONSIN 





EAGER TOURISTS unlimbered cameras—for obviously good reason—before they left Honolulu. Gibson met every planeload with hulas and hoopla. 


Gibson 


Goes 


HAWAITAN 


Mixing pleasure with profit-planning, 
Gibson pulled off this six-week holiday 
for its dealers and distributors master- 
fully. Carefully planned from the mo- 
ment the first group hit Pan-Am’s Boeing 
707’s to the last twitch of a hula-dancer’s 
hip, the trip gave the men and their fam- 
ilies a relaxed look at our 50th state, a 
good hard look at Gibson’s line and a 
quick glimpse of what Panama would be 


like in 196] 


EM WEEK PUBLISHER Caswell INFORMALITY was the word at sem- WEDDING BELLS rang out for Mr. PANAMA TALENT—a preview of 
Speare took a shirt-sleeved turn at inars. Next to bare-kneed student and Mrs. A. G. O’Brien. (She is a next year’s trip—was headed by this 
the Gibson Profit College rostrum. above is dealer Stewart Greenley. Gibson dealer in Gaylord, Mich.) hot combo with its Latin rhythms 











HOUSEWARES 










































il NEWS 


at least one 


ELECTRICAL MERCHANDISING WEEK 


Dealers Muff Health, Beauty Sales 


There’s money in electric ap- 
pliances designed to make 
customers healthier, more 
beautiful. Here’s where it is 


A week ago a young mother 
walked into a drug store in Shomo- 
kin, Pa., and bought a hair cutting 
set so that she could cut her son’s 
hair. In Boston, a middle-aged 
woman bought a massager and, in 
Milwaukee, the mother of an asth- 
ma-sufferer bought a vaporizer. 


People spent more than $3 billion 
last year on merchandise that they 
hoped would improve their health 


or appearance. Most of the money 
was spent for non-electric health 
and beauty aids. But there’s a big 
market for electrics, too. 

G-E, Sunbeam, Landers, Frary & 
Clark, Oster, Knapp-Monarch, Puri- 
tron and McGraw-Edison are just 
a few of the major manufacturers 
that produce vibrators, vaporizers, 
massagers, heating pads, hair dry- 
ers, hair cutting sets, air purifiers. 


“When you talk health and beauty 
aids,” said G-E’s M. M. Masterpool, 
“you've got to remember that peo- 
ple are vitally concerned about their 
health and appearance. Books on 
health probably rank near the Bible 


as far as sales are concerned. This 
is a big business,’ he continued, 
“and there’s no reason why electrics 
shouldn’t get a good chunk of it.” 

Last year’s figures show how big 
it is. In 1959, the sales looked like 
this: hair dryers, $8,310,000; heat- 
ing pads, $15,232,000; vaporizers, 
$11,650,000 and air purifiers, about 
$8,000,000. 

And industry forecasts for the 
next 10 years are more optimistic. 
Here’s one manufacturer’s estimate 
of what sales will be like in 1969: 
hair dryers, $15,000,000; heating 
pads, $9,200,000; vaporizers, $9,- 
750,000 and air purifiers, $24,000,000. 


But, the retailer is missing the boat, 
say the manufacturers, because he 
isn’t paying sufficient attention to 
this new and booming market. It’s 
the drug store that’s getting the 
lion’s share because the druggist has 
successfully built an image in the 
health and beauty field. 


“Maybe we manufacturers are to 
blame,” said Paul Garrity, vice 
president of Landers, Frary & Clark. 
“Perhaps we haven’t stressed the 
fact that this is really a very hot 
market.” 


Another manufacturer said that re- 
tailers don’t seem to realize that 
these items aren’t subject to the 
same _ seasonal fluctuations that 
plague other electrical appliances. 
He claimed that, with the exception 
Continued on page 15 





CHAIR LOUNGE 


electrical living show wound up 


tober, 1961, with road 
Rochester and Boston. 


stops in 


TRY BEFORE YOU BUY was Electra City’s theme 
and that’s just what this man did at the lounge 
chair display before checking other exhibits. 


Eleetra City 
Do It Yourself 


That was the story as the first 


consumer 
nine-day 
stand in New York’s Coliseum. Almost 
prospective customers for the appliance indus- 
try (final attendance was 120,963) wandered 
through approximately 65,000 sq. ft. of exhibits 
set up by 54 companies. As these pictures dem- 
onstrate, the public participated wholeheart- 
edly, pushing and pulling, opening and closing 
everything from refrigerators to portable pizza 
pie ovens. That “Try Before You Buy” response 
was just what Electra City Producer Harold R. 
Meyer was aiming for. And now, he’s planning 
a repeat performance at the Coliseum in Oc- 
Pittsburgh, 






121,000 


\ 


STOP, LOOK AND LISTEN, an electric broom 
stopped this couple, who took time to listen to 
the salesman’s pitch, get the feel of the product. 


EVERYBODY GETS INTO THE ACT as an en- 
tire family stops to inspect an all-electric patio 
cart exhibited by General Electric at Electra City. 





THE WIGGLE AND THE JIGGLE are built in at 
this demonstration of one of the health and beauty 
machines shown by Battle Creek Equipment Co. 





ALL DRESSED UP AND NO PLACE TO GO, but 
these kids put plenty of mileage on this equip- 
ment before checking out other exhibits. 





What's With 
Forecasting? 


CONTINUED FROM PAGE | 

mates of their next year’s produc- 
tion involve too much emotion. 
Some manufacturers are not honest 
about their capacities; they feel 
they have to be optimistic. 

e Forecasts 
pel by manufacturers planning their 
next year’s production schedules. 
Relying too heavily on these some- 


often are taken as gos- 


times unrealistic forecasts and ig- 
noring such economic warning signs 
as declines in housing starts, pop- 
ulation figures and so forth can lead 
down the path of overproduction. 


Those are the gripes that have led 
industry association 


NEMA—to regroup its forecasting 
troops. Though NEMA was being 
very hush-hush about what changes 
it might make, industry sources 
outlined one possible plan. 

(1) Engage an outside research 
outfit—with no axe to grind—to 
make appliance forecasts for the 
following year at the annual De- 
cember meeting of NEMA’s statisti- 
cal and market analysis committee. 

(2) Allow members of the com- 
mittee—marketing research men 
from the various manufacturers 
to disagree with the outside agen- 
cy’s guesses. But insist that they 
state reasons. 

(3) Have a number of top man- 
agement men from manufacture! 
sit in on the meeting to ensure real- 
istic reasons. 

That was just one plan. And it 
surely met with a fight—especially 





from the men who felt the blame 
lay not with forecasters, but with 
the people who use forecasts. 


“If the manufacturers are grip- 
ing,” one association man _ shrug- 
ged, ‘“‘they’re griping against them- 
selves.”” Taking up that line of rea- 
soning was one manufacturer source 
who didn’t want to be quoted. He 
felt the blame should fall on man- 
ufacturers who relied too heavily 
on just one prediction source. 
Not all fall into that trap. Most 
large operations go through compli- 
cated forecasting procedures that 
draw on many and varied sources. 


But all too often production fore- 
casting can work like this: 
Taking an association prediction 
of 3 million refrigerators, for in- 
a manufacturer who figures 


stance, 


he’s a 10% factor counts on getting 
300,000. But his optimistic sales 
manager says itll be a 3.5 million 
year. And his product man says his 
new widget should get the manu- 
facturer 11% of the market. So 
the manufacturer overschedules by 
some 88,000 units. 

Multiply that example by a few 
big boys and you have 1960. 


The answer to “what’s wrong 
with industry forecasting,” then de- 
pends on who your’re talking to. 

The forecaster and his supporters 
say the trouble lies with manufac- 
turers who rely too heavily on pre- 
dictions from one source. 

But some manufacturers say it’s 
the fault of groups that make un- 
realistic predictions. 

Choose your weapons, gentlemen. 
The fight is on. 
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-MODULATED-HEAT 


New RCA WHIRLPOOL 
provides the most gentle, 
most efficient drying known. 


You can cut yourself a bigger slice of the dryer 
business if you sell RCA WHIRLPOOL dryers with 
MODULATED-HEAT*, because this is the way 
clothes should be dried. It senses the degree of 
moisture in the clothes and matches the heat 
to the moisture. As moisture decreases, heat 
diminishes. All types of clothes come out evenly 
dried. No partly dry and partly damp loads. 


first with 
Magic-Touch’ Control... 


One button controls all the action for the fabric 
selected. No dials, complicated controls or 
settings to guess. It’s the ultimate in conven- 
ience and simplicity. *Tmk. 





Plus... all these “woman-wanted”’, 
work-saving features... 





Cools wrinkles out of wash ’n wears 

Airs and fluffs things automatically 

Finishes clothes damp-dry for ironing if desired 
Dries a load so much faster than the 

average regular-speed dryer 








Pampers clothes with gentle, all-over heat 
Gives everything a “‘sunshine”’ fragrance 





HD-91 Imperial 
Mark XIil Dryer 











Your family will love our family of home appliances ° 


HAVE YOU PICKED YOUR TRIP? 4 
Get your RCA WHIRLPOOL distributor to tell you about... 


PY TI: Sl EXPENSE-FREE Products of WHIRLPOOL CORPORATION St. Joseph, Michigan 
ad VACATION! 


Use of trademarks Rt ond RCA authorized by trademark owner Radio Co 


Join up! . . . it’s easier to sell RCA WHIRLPOOL than sell against it! 
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Philco celebrates the production of the 
35,000,000th PHILCO RADIO 


with a fabulous, traffic-pulling 


HALLOWEEN 
PROMOTION 


ating the 








@ ceied' 


35 


mitionth 
pHILCO 
RADIO 


30 years in Radio! And 35 Million radios to 
show for it! Phileco and Philco dealers celebrate 
this radio leadership with a fabulous local 
Halloween promotion! Target? The 30 million 
families in the U.S.A. who have children 
12 years old or under! To get one of these spooky, 
fun-filled full-length Halloween Costumes FREE, 
the youngsters in your neighborhood whose 
parents are prospects for a radio, phonograph or 
TV will INSIST that they buy a Philco. It’s a 
sure-fire promotion, one that will create traffic 
and sales for every participating Philco dealer. 
os glowing, ry , oe 
NATIONAL AD SUPPORT— ; '§& % 85s 4 om hanger. Fits pcg seo 
SUNDAY, OCTOBER 16 Daa 9 ry on. YU ay). They're terrific! 
Full-color, half-page ads in PUCK— ~ *Oely Palies Bae" 
The Comic Weekly in leading cities— 
18 MILLION AD IMPRESSIONS. 


OFFER LIMITED! GET YOURS! f., we? ' 
CALL YOUR DISTRIBUTOR! ) a Celebrate with Philco! 


Trim your windows with these 8 colorful, exciting 
costumes; they’ll make your store the talk of the 
neighborhood. Display the 35 millionth Philco radio— 
Model 846 and Philco’s sensational Transistors, Clocks, 
Table models! Make your sales floor reflect the 
excitement of Philco’s 30th Anniversary Celebration ! 
The tie-in material, the newspaper ad mats are 
available now from your Philco Distributor. 


FOR THE MOST ADVANCED FEATURES IN RADIOS OR PHONOS 


a are 
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Good Will... Or A Pain? 


CONTINUED FROM PAGE 3 
sort of program going on the fac- 
tory, distributor or dealer level. 

Even the appliance makers who 
don’t have a formal school plan— 
Easy, Norge and Amana, for in- 
stance—will handle _ special  re- 
quests. 

“We don’t have any factory pro- 
gram,” says one sales manager, 
“but Ill bet our distributors have 
put 200 pieces into schools already 
this year.” 


Most plans are basically similar. 
Dealers, distributors, or—in a few 
instances—the factories themselves 
sell appliances to schools at just 
about distributor cost. This special 
school price normally includes de- 
livery, installation to existing util- 
ity connections and a one-year 
warranty. 

Dealers and distributors who sell 
an appliance under a school pro- 
gram are then reimbursed by their 
factories. 

School plans generally cover a 
company’s full line. General Elec- 
tric offers automatic washers and 
dryers, combos, dishwashers, Dis- 
posals, water heaters, ranges, re- 
frigerators, freezers, kitchen cabi- 
nets, air conditioners and television. 

Sunbeam’s educational plan cov- 
ers everything from its Mixmaster 
to its Lady Sunbeam hair dryer. 


Schools, of course, become the ' 


owners of these appliances. And— 
as a special advantage—educational 
institutions are exempt from pay- 
ing the federal excise tax levied on 
some pieces. 

Finally, all companies limit sales 
to pieces which will be installed on 
school property (in classrooms, 
labs or model homes). Maytag, for 
instance, specifies its program 
doesn’t cover appliances ‘used in 
dormitories, fraternity or sorority 
houses, hospitals, etc.” 


Exchange privileges generally are 
written into all school programs. 
Speed Queen, in its typical pro- 
gram, will replace appliances with 
newer models as they appear for 
five years. After the fifth year, the 
school can renew its agreement or 
simply keep the appliance. Most 
manufacturers will replace any ap- 
pliance in use less than 18 months. 

This benefits both the school and 
the dealer. Since school-used appli- 
ances are generally in top condition, 
dealers can resell them for a good 
price, often with a minimum of re- 
conditioning. 

Westinghouse offers a slight vari- 
ation in its plan. Schools buy new 
appliances every two years, dispos- 
ing of the old appliances themselves 
or through prearranged agreement 
with the dealer. 


Some utilities—Appalachian Power 
Co. for one—have school programs 
of their own. These utilities nor- 
mally buy the appliances, then lend 
them to schools for a set period. In 
its district, Appalachian Power in- 
stalls and services the units. 


School programs usually involve 
some extras—and distributors often 
find this annoying. 

Many companies encourage their 
distributors to visit and assist par- 
ticipating schools. ““My home econ- 
omist and my salesmen are just too 
busy,” snaps a Midwestern distrib- 
utor. “I can’t spare them every time 
a school wants some free advice.” 


Other distributors,. dealers and 
utilities regard this as good public 
relations and: help out. In Buffalo, 
N. Y., the local utility presents a 
demonstration: in every home eco- 
nomics class. that requests this 
service. A: Philadelphia distributor 
offers his home economist to any 
school that needs her help. 


Competition can get sticky. ‘Those 
school purchasing agents are past 
masters when it comes to making 
a deal,” says one distributor. “Like 
any other customer, they start right 
out talking price.” 

It’s become even stickier as more 
and more appliance makers enter 
the school field. Speed Queen, after 
operating an informal program for 


a number of years, launched its 


own factory program in_ 1960. 
Whirlpool is working to revamp its 
program now, and when Westing- 
house made some changes in its 
plan last year, the company was 
flooded with requests for details. 


Schools, of course, love the idea. 
A magazine directed at home eco- 
nomics teachers reviews the school 
plan concept in ecstatic terms: 
“Your students will enjoy work- 
ing with shiny new equipment,” the 
article says, “and you’ll be able to 
teach modern homemaking methods 
with appliances that. are being 
built for today’s homemaker.” 


Do the students become customers? 
Manufacturers wish they knew the 
answer to that one. “We like to 
think that every girl who has used 
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our product in school later buys 
one when she becomes a_ house- 
wife,” a manufacturer declares. 
“That probably isn’t entirely cor- 
rect,” he adds realistically. 

Another manufacturer suggests a 
motivational research project aimed 
at finding out the extent to which 
students are influenced by the ap- 
pliances they use in their home 
economics classes. 

A sales promotion man whose 
company is deep in its school pro- 
gram, admits he’s far from con- 
vinced. “Most young couples can’t 
afford to buy appliances. They buy 
recons and they worry more about 
price and appearance than about 
brand. 

“But,” he says, “it’s one of those 
things we can’t stop even if we 
wanted to. Everyone else is in it— 
and so are we.” 











it’s new « it makes indoor air outdoor fresh « it destroys more 


air-borne bacteria « it removes more pollen and dust « it treats 


more air « it’s guaranteed for a full year « it’s styled to sell 


- it’s quiet - it’s the Pentronaire Purifier - and this is 


Fr siininateisin siesta siteiessssaiaibaninan cette aD 
"| t - _ 





Model AP-400 
$79.95 


the only portable purifier with industrially proven 
Ionray Cold Cathode Electronic Tube 








Subsidiary of Pentron Electronics Corporation, 779 South Tripp Avenue, Chicago 24, Illinois 
Exclusive Distributor Franchises available. Write for details. 


And be sure to see the best balanced line in tape recorders... 


PENTRON SALES CO., INC. 


aa 
Ca 


U.S. Patent £2,941,265 


Pentron fo? i] x 
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LETTERS iii 


EM Week welcomes expressions of 
opinion from its readers for publi- 
cation, subject, of course, to final 
editing and approval by editors. 


Net Vs. Gross, Again 


EDITOR, EM WEEK: 

In the Aug. 1 edition of your pub- 
lication on page 3, there is an ar- 
ticle entitled ‘““The Size Battle: Net 
Versus Gross.” 

The last paragraph of this article 
states: “No standard is violated in 
any of this, of course. There is no 
advertising code that applies .. .” 
Please note the attached letter 
which we recently sent to all of our 


retailers and distributors which, in 
part, is the same letter that was 
sent to all refrigerator and refrig- 
erator-freezer manufacturers. I be- 
lieve that you will see that, in con- 
tradiction to this article, there is 
and has been an advertising code 
regarding this problem. Better 
Business Bureaus have for years 
stressed the importance of self- 
regulation by our business people, 
and have recently released a ‘“‘Dec- 
laration of Responsibilities,” a copy 
of which is also enclosed. 

The reaction we have received 
from the letter we sent to retailers 
and distributors in our area indi- 
cates that they would prefer to use 
the ‘net cubic foot volume,” and 
we sincerely hope the manufactur- 
ers, in the best interest of all ad- 
vertising, will lead the way back to 
the use exclusively of the net figure 


ELECTRICAL MERCHANDIS 


in all advertising which mentions 
the capacity of refrigerators and re- 
frigerator-freezers. 
ROBERT E. HITCHCOCK 
MANAGING DIRECTOR, 
BETTER BUSINESS BUREAU 
OF WINSTON-SALEM N. C. 


Mr. Hitchcock’s enclosures urge 
dealers and distributors to use the 
net figure because using the gross 
capacity of refrigerators is mislead- 
ing. The declaration, a nationwide 
statement of purpose, says that ad- 
vertisers must accept responsibility 
to present proof of their ad claims; 
that local BBB’s should seek to im- 
prove standards locally; and that 
they should consider using their 
facilities to handle ad complaints. 
The declaration adds that reviewing 
complaints about advertising has 
not been a BBB policy in the past. 





‘We close 7 out 
of every 10 color 
home demos!” 


Says RCA VICTOR Color TV Dealer 


FRANK DE STEFANO 
Frank’s TV, Stuart, Florida 


‘Here in Stuart, Florida, we believe 
in RCA Victor Golor TV all the way! 
We like the bigger profit margin—and 


we like the way it sells! 


“Take home demos, for example: we 


put a heavy emphasis on telephone 


solicitation, offering potential customers 


free demonstrations, and follow up with 


a personal visit to their home when 


there is a network Color show on the 


air. For every 10 demonstration sets 


we send out, 7 stay sold! 


“All together, we sell more than sixty 
RCA Victor Color TV sets a year, 


and for a small town in a small county, 
that’s great!’’—Frank De Stefano, 


Frank’s TV, 


Stuart, Florida. 


Put RCA VICTOR Color 
in your TV profit picture! 


The Most Trusted Name in Television 


RADIO CORPORATION OF AMERICA 





ING WEEK 


LECTRICA 


WANDISI 
MERCHANDISING EE pr 


LAURENCE WRAY 
TED WEBER MANAGING EDITOR 
JAMES J. CASSIDY Assoc. Managing Editor 
ANNA A. NOONE 


EDITOR 


Associate Editor 
New Products 
Copy Chief 
Assistant Editor 
Assistant Editor 
Assistant Editor 
Assistant Editor 


JACOB B. UNDERHILL 
FREDDA S. MILLER 
DONALD S. RUBIN 
B. H. SCHELLENBACH 
JAMES BUCHANAN 


FIELD EDITORS 
KEN WARNER 
GORDON WILLIAMS 
MARTHA ALEXANDER 
HOWARD EMERSON 


Midwest Editor 
Assistant Editor 
Edit. Assistant 
West Coast Editor 


RESEARCH DEPARTMENT 
MARGUERITE COOK 
JAMES F. SHEA 
MARJORIE FISHER 


Research Director 
Research Assistant 
Assistant, Chicago 


ART DEPARTMENT 


BARBARA ELLWOOD 
MARIANNE FARRELL 
ELI W. GOLDOWSKY 
PAT McHUGH 


Art Director 
Assistant 
Assistant 

Production Editor 


DEPT. OF ECONOMICS 
DEXTER KEEZER 


Director 


NEWS BUREAUS 


JOHN WILHELM Director, World News 
GEORGE BRYANT Director, Washington Bur. 


ATLANTA: B. E. Barnes 
CHICAGO: Stewart W. Ramsey 
CLEVELAND: Arthur Zimmerman 
DALLAS: Marvin Reid 

DETROIT: Donald MacDonald 
LOS ANGELES: Kemp Anderson 
SAN FRANCISCO: Jenness Keene 
SEATTLE: Ray Bloomberg 


FOREIGN NEWS BUREAU CHIEFS 
LONDON: John Shinn 

MOSCOW: Ernest Conine 

BONN: Pete Forbath 

PARIS: Robert Farrell 

TOKYO: Sol Sanders 

CARACAS: John Pearson 

MEXICO CITY: Peter Weaver 
BEIRUT: O. M. Marashian 


CASWELL SPEARE PUBLISHER 





ELECTRICAL MERCHANDISING WEEK jis; pub 
lished weekiy. by the McGraw-Hill Publishing Co., 
Inc., James H. McGraw (1860-1948), Founder. Pub- 
lication Office, 871 North Franklin St., Chicago, 
Ill. See panel below for directions regarding 
subscription or change of address. 


EXECUTIVE EDITORIAL CIRCULATION and AD- 
YERTISING OFFICES: 330 West 42nd St., New 
York 36, N. Y. OFFICERS OF THE PUBLICATIONS 
DIVISION: Nelson L. Bond, President: Shelton 
Fisher, Wallace F. Traendly, Senior Vice Presidents; 
John R. Callaham, Vice President and Editorial 
Director; Joseph H. Allen, Vice President and 
Director of Advertising Sales; A. R. Venezian, 
Vice President and Circulation Coordinator. OFFI- 
CERS OF THE CORPORATION: Donald C. Mc- 
Graw, President; Joseph A. Gerardi, Hugh J. 
Kelly, Harry L. Waddell, Executive Vice Presidents; 
L. Keith Goodrich, Vice President and Treasurer: 
John J. Cooke, Secretary. 


UNCONDITIONAL GUARANTEE: Our primary aim 
is to provide subscribers with a useful and val- 
uable publication. Your comments and suggestions 
for improvement are encouraged and will be most 
welcome. The publisher, aang written request from 
any subscriber to our New York office, agrees to 
cancel any subscription if ELECTRICAL MERCHAN 
DISING WEEK'S editorial service is unsatisfactory, 
and will refund the proportionate price of any 
unmailed copies. 


SUBSCRIPTION PRICE: Available only by paid 
subscription. Publisher reserves the right to re 
fuse non-qualified subscriptions. Position and 
company connection must be indicated on sub- 
scription orders. Single copies: $.50. Subscription 
price in the United States and possessions: $2.00 
for one year. 


Printed in Chicago, Ill.; second-class mail arity e 
paid at Chicago, Ill. Title @® registered at q 
Patent Office. © Copyright 1960, alin Hill 
Publishing Co., Inc. Quotations on bulk reprints of 
articles available on request. Al! rights reserved 
including the right to reproduce the contents of 
this publication, efther in whole or in part. 





SUBSCRIPTIONS: Send subscription correspondence 
and change of address to Fulfillment Manager 
ELECTRICAL MERCHANDISING WEEK, 330 West 
42nd St., New York 36, N. Y. Subscribers should 
notify Fulfillment Manager promptly of any change 
of address, giving old as well as new address, 
and including zone number, if any. If possible 
enclose an address labe! from a recent issue of 
the magazine. Please allow one month for change 
to become effective. 





Postmaster: Send Form 3579 to ELECTRICAL 
MERCHANDISING WEEK, 330 W. 42nd St., New 
York 36, N. Y. 





SEPTEMBER 26, 1960 


($6) 


THE NEW IDEA LINE 


General Electric’s New Spray, Steam and 
Dry Iron with 3 wash and wear settings! 


Another ““New-Idea” Appliance from General Electric! It sprinkles as 
it irons—offers your customer 3 extra settings for wash and wear, not just 
one “synthetic” setting as in ordinary irons. New Even-Heat system elim- 
inates “hotspots,” prevents scorching and marring. New lower temperature 
setting permits steam ironing of many wash and wear fabrics. It’s the most 
versatile iron, as well as the best iron value you can sell! See your General 
Electric distributor for details on Model F-71. General Electric Company, 
Portable Appliance Department, Bridgeport 2, Connecticut. 


Progress /s Our Most Important Product 


Sprinkles at the touch of a finger! Press button and a 
i N t a A [ fine spray of warm water sprinkles the fabric. It erases 


stubborn wrinkles and pressed-in ereases. 








ELECTRICAL MERCHANDISING WEEK 


NEW Nnautflus 


Ain Pavan 


Scrubs smoky, stale air clean...as no other portable unit can! 


Pulls in bad air from everywhere... traps dust, 
pollen, odors and smoke... constantly circulates 
pure, fresh air! 
Powerful fan pulls stale, smelly, smoky air 
in through perforated metal screen (A) on 
all four sides at a rate of 100 cubic ft. per 
Healthier, happier Excellent No more “‘stuffy’’ No more ‘‘smoke filled”’ minute. Germicidal ScottFoam filter (B) 
sleeping for nurseries parties conference rooms stops dust, pollen, lint particles . . . stops 
bacterial growth. 


Four activated charcoal filters (C) remove 
Here’s welcome news for millions who suffer from stale, smoke and odor particles. A constantsupply 


unhealthy air. . . a new portable purifier that really works! = a oe ee Seat Oe eccaae 
The NAUTILUS clears and cleans bad air. Pulls odors and for the entire room. 
contaminants right out of the air... catches and holds them 
like a sponge. Traps dust, pollen, lint, odors and smoke just 
as a gas mask traps poison gas! 
Odors and contaminants are safely, surely filter-trapped— 
first by germicidal ScottFoam*, then by 2 pounds of activated 
charcoal—the same magic material that helps sailors on the 
atomic submarine Nautilus breathe pure, fresh air. 
Uses four real 4"-thick activated charcoal filters—not just 
a film of powder sprayed on paper! 
The NAUTILUS adds no perfumes or dangerous ozone to 
‘“‘mask’’ smelly air. Continuously circulates freshened air in 
the room. 


. ° ° ADVERTESED IN 

Plugs in anywhere. Available in three smart This attractive display 
decorator color combinations... a handsome L| F E plus literature supply 
; and ad mats FREE with 
accessory for any room. purchase of first 6 units! 
*T.M., Patent Pending 











Get All The Facts on the Fabulous New 
NAUTILUS AIR PURIFIER! 


Major Industries, Inc. 
505 N. LaSalle St., Chicago 10, Ill. 


YES! Rush me full color catalog sheet and full informa- 
tion on new NAUTILUS AIR PURIFIER. 


Name. 





Title. 





Company. 





Address___. 
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Chapter XI: What It Is, 
And How You Can Use It 


If you’re a dealer with serious 
money troubles, Chapter XI can be 
a way out of them—without losing 
your business. 

Put simply, it is a chapter of the 
Federal Bankruptcy Act that sets 
up conditions that enable you to 
pay off your creditors without put- 
ting your business up on the auc- 
tion block. 


What are your alternatives to 
Chapter XI? There are two of them 
—neither very pleasant. You can 
try to hold your ground. But if your 
creditors get anxious and sue, it 
could mean bankruptcy. 

On the other hand, you might 
figure that filing for bankruptcy is 
the cnly way to keep from going 
under. 


Both alternatives end up the same 
way—in court. If the court decides 
you’re bankrupt, your creditors get 
together and elect a trustee. He col- 
lects all the property and assets of 
your business, reduces them to mon- 
ey, then pays off your creditors. 
Your business is, in effect, ended. 


Chapter XI can save your business. 
It also cuts down on expensive legal 
fees. And often gives your creditors 
a better deal. But those benefits are 
secondary to you if what you’re in- 
terested in: is keeping your store 
and your goodiname. 

Originally, Chapter XI was de- 
signed to make it easier for your 
unsecured creditors to settle their 
claims with you. (Unsecured credi- 
tors are those who don’t have a 
claim against a specific part of your 
property, for instance the mortgage 
on your store. Instead, they have a 
general claim against your business 
and its returns.) 


When you invoke Chapter XI, the 
first thing you need is a lawyer. He 
can help you draw up the necessary 
plan for paying off your creditors 
—usually it’s an arrangement 
whereby you pay part of your debt 
to each one in cash and the rest 
in payments over a period of time. 


Dealers Muff 


Beauty Sales 


CONTINUED FROM PAGE 8 

of vaporizers and heating pads, 
health and beauty appliances sell 
well all year around. 

Finally, manufacturers point out 
that the new health and beauty aids 
will give “better margins, percent- 
age-wise, than many major appli- 
ances.”’ And here are some typical 
suggested retail prices that they’re 
talking about: heating pads list from 
$2.95 to $10.95; hair cutting sets 
from $10.95 to $17.95; hair dryers 
from $6.95 (hand type) to $29.95 
(hood type); vaporizers from $4.95 
to $16.95 and air purifiers from 
$39.95 to $159.95. 

And here’s what the same items 
were selling for in New York last 
week: heating pads $1.99 to $5.97; 
hair cutting sets from $7.99 to 
$10.89; hair dryers from $4.64 (hand 
type) to $17.99 (hood type); vapor- 





izers from $2.69 to $10.89 and air 


purifiers from $32.88 to $129.95. 


Then, you have to get 51% of 
your creditors—figured by number 
and also by the total amount of 
money you owe them—to agree to 
your plan. If 51% of them say 
they’ll go along with your arrange- 
ment, your next step is to present 
it to the court. Once the court ap- 
proves your plan, you’ve got your- 
self a deal. Even those creditors 
who didn’t agree to the arrange- 
ment must accept it. 


What are the benefits of invoking 
Chapter XI? For you, there’s the 
obvious one of allowing you to keep 


your business. And, since the pay- 
back arrangement often means a 
forgiveness of part of the debt, you 
will be able to clear yourself of 
your obligations easier than if you 
had stuck it out alone. 

Other benefits to you: It shuts off 
demands on your already short cash; 
you get a breathing spell during 
which you may be able to get a 
loan, attract new capital or merge 
with another operation. Often the 
court does not appoint a _ trustee, 
but leaves the business in your own 
hands. And, most important, once 
you meet the terms of the agree- 
ment, you’re free and clear. 


Your creditors also stand to gain 
when you invoke Chapter XI. Main 
reason: They stand to get more. In 
bankruptcy, some creditors may get 
nothing at all, since some debts 


15 


take priority over others and large 
legal costs eat up what’s left. 


Chapter XI is no cure-all, though. 
In the first place, 51% of your cred- 
itors may not agree to your ar- 
rangement. They may want their 
cash immediately and choose to 
force you into bankruptcy, rather 
than wait for payment under your 
Chapter XI plan. 

Even if 51% do agree, your 
money troubles don’t vanish into 
thin air. You still need credit to run 
your business, and it will be rough 
to get it as long as your Chapter 
XI obligations remain. Your busi- 
ness contacts may demand that you 
pay them in cash. Or you may even 
be asked for cash in advance. 

But to a man who wants to save 
his business, these drawbacks may 
be minor ones. 








“— 





Max Wander, Wander Sales Co., McKeesport, Pa., gets details of the new Fall, tested, traffic-building Zt 
program from Guy Spezza, sales representative, J. A. Williams Co., Pittsburgh. aa 


PROGRAM WITH HAMILTON 


...a promotion-powered plan 


to put profit in your pocket! 


The Hamilton program for dealer profit consists of a constant parade of 
proved promotions, all oriented on the same objective... more store traffic. 


The whole package for Fall is wrapped up in the new Hamilton 
Persuasive tie-in ads, hot tips on store promotion, 
. everything you need is there. 
once, from your Hamilton Distributor and get into the pattern that’s 
already a proved moneymaker. 


Promotion Kit. 
tested traffic flags. . 


You and Hamilton, programming together, can put the prospects 
With that done, it’s Hamilton’s buy-appeal features that 


on your floor. 


will help you to send them out sold. 


When it comes to Electric Appliance Business 
YOU'RE A STEP AHEAD WITH HAMILTON 


Get your Kit, at 


if 





Mammoth 35” x 66” towel 
offer heavily promoted by 
Hamilton full-color and 
black and white ads in many 








markets ...and they carry 
your specific store name! It’s 
the latest in Hamilton’s cal- 
endar of tested promotions. 








AUTOMATIC WASHERS « AUTOMATIC CLOTHES DRYERS »« HAMILTON MANUFACTURING COMPANY TWO RIVERS, WIS. 
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FM model 6F17. 


Sylvania AM/FM Twins muke beautiful stereo music together 


eet the new Sylvania AM/FM family 


AM/FM All Models Fast Movers in this featureful new family of 
Sylvania radios. No other name brand line is lower in price and higher 
in style and quality. Call your Sylvania distributor today. Sylvania 
Home Electronics Corp., Batavia, N. Y. 


Symphonette |— AM model 5T17. Gives stirring simulcast stereo 
performance when played with FM Symphonette II. Sell it as part of 
a pair or all by itself. Super-powered chassis, balanced-tone 5” front 
speaker. In Lake Blue & Arctic White, Ebony & Arctic White. $24.95* 


Symphonette I1— FM model 6F17. Simulcast stereo-mate to AM 
Symphonette I. Played separately, it delivers static-free FM reception. 
Front-mounted 5” PM Alnico V speaker, selected vernier tuning, built- 
in FM line cord antenna. Styled to match Symphonette I. $39.95* 


Choralier — AM/FM model 6F18. Lets you offer your customers the 
“most” radio for the money. Only $49.95* for all these features: super- 
sensitive tuner that provides both long-range AM and static-free FM 
reception. Powerful long-distance chassis with 8-tube performance, 
dynamic 5” front-mounted speaker. In Lake Blue & Arctic White, 
Ebony & Arctic White. 


Interlude—AM/FM model 8F16. When your customer says he wants 
the best — show him this! Handsome cabinet in walnut or blonde oak 
veneer, or finished to match mahogany furniture. Luxury listening 
features: AM ferrite rod, and FM line cord antenna, 10 tubes, 2 recti- 
fiers, 4” x 6” oval and 4” circular speakers. Result: full, rich orchestral 
tone, excellent selectivity and drift-free FM reception. 


*Suggested list prices, slightly higher in some areas. 








Subsidy of GENERAL TELEPHONE & ELECTRONICS (sx) 
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WILLIE RIFKIN, 





left, has spec ific 


This 40-Year-Old Brooklyn Firm Has Proved That... 


J. Rifkin & Sons is an appliance-TV store at 
1759 Pitkin Avenue, Brooklyn, N. Y. For 40 years 
it has been selling products for the home. Started 
by Jacob Rifkin, the reins have passed to four 
sons, Sid, Boris, William and Robert. 

One of New York’s oldest appliance dealers, 
the firm is proving year in and year out that it is 
also a modernization specialist. Last year it sold 
and _ installed some 300 kitchens, bathrooms, 
basements, extensions and attics in the greater 
metropolitan New York area. 

A big reason it sells kitchens in such quantities 
is its buying power on appliances. Volume buy- 
ing enables it to sell such things as built-in ap- 
pliances with as much as a 15% price edge over 
most cabinet specialists. If can match price ad- 
vantages of most, if not all, outlets selling built- 
ins, either separately or as part of a kitchen job. 
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instructions for Dave Berg and other key members of his kitchen sales: staff, Joe Asro and Carl Casano, third and second from right, respectively 


And there are other reasons for Rifkin’s phe- 
nomenal remodeling volume. They include: 

@ Rifkin’s uses four factory-trained salesmen. 
@ On its sales floor Rifkin’s displays six kitchens, 
built-in and free-standing bathroom fixtures and 
accessories, and model basement playrooms. 

@ Rifkin’s has carpenters, plumbers and elec- 
tricians who work exclusively on the firm’s 
kitchen, bathroom and basement installations. 
@ And Rifkin’s is constantly selling customers 
who have dealt with the firm for some 40 years. 
In turn these customers tell friends, and spark 
further: sales. 

Electrical Merchandising Week asked William 
Rifkin, who runs the kitchen operation at J. Rifkin 
& Sons, to explain how he does it. On page 20, 
“Willie” Rifkin tells his story, a story packed with 
practical hints on how to make money in kitchens. 
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(Continued on page 20) 





THE 
FIRST 
40 
ISSUES 


ELECTRICAL 


MERCHANDISING AYE EG 


This is our first report to you. 





Little more than forty weeks have passed since Electrical Merchandising became 
bright, new Electrical Merchandising Week. Forty Mondays have brought to the ap- 
pliance, housewares, home entertainment industries a new publication created by 
McGraw-Hill to fill the business news needs of these industries, and to do so in an 
entirely new way. 


Now, just forty issues out of the cradle, we offer a frank, factual, informal summing 

up of what has been accomplished by EM Week. Because you are interested in better 
communication within this business, we believe 
you will find this report interesting. 


We hope it leaves you with a favorable impression 
of the substantial accomplishments and bright 
future of Electrical Merchandising Week. 


(Gs fneare 


Cas Speare, Publisher 
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Let’s start with readership, because, if you don’t have this, you don’t have 
anything. New EM Week is being read, regularly, thoroughly and with 
great interest. We know this from coupon response and from reader mail. 
We know it from manufacturers and other news sources, who have stepped 
up their efforts to have us tell their stories, properly, “the EM Week way.” 
We know it from the greatly increased reader reaction our editors encounter 


in the field. 


We have a wealth of evidence that readers like EM Week’s frequency; its 
originality and honesty; its occasional breezy irreverence; the complete- 
ness of its coverage — and, yes, even its humor. But more than anything 
else, they seem to like the way. news is handled in EM Week — fast, accu- 
rate, informative and interpretive. When you recall the months of study 
which went into making this new publication precisely the kind our readers 
needed, this shouldn’t be surprising. Surprising or not, it’s mighty pleasant. 


We feel quite safe in saying that today, after just forty issues, more of our 
readers read a greater proportion of the total content of every issue of EM 


memo from Larry Wray, 


editor 


from Ted Weber, 
managing editor 


Larry has reported on what has been accomplished; let me deal with how. 


At the time Electrical Merchandising became EM Week, we had the largest, 
most experienced, specialized editorial staff in the field. Yet, amazingly 
enough, we’ve more than doubled this staff. We started with such real pros 
as Jim Cassidy, Anne Noone, Maggie Cook, here in New York; Ken Warner, 
in the Midwest; Howard Emerson, on the Coast. They were great on the 


monthly, even greater on EM Week. 


But look what we’ve added!. Jake Underhill on the copy desk; Fredda Miller, 
Don Rubin, Pete Schellenbach, Jim Buchanan and Gordon Williams all added 
to the assistant editor line-up. Yes, and five newcomers joining our existing 
research, art and production staffs. Then, too, we’re drawing more heavily 
than ever on McGraw-Hill’s worldwide network of news bureaus and our 
Washington Bureau, largest in the capital devoted to business news. 


In every issue, every: Monday, the results show. They show in more exclusive 


Week than is the case with any other publication in this field. 
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stories; more special reports; more merchandising features; more instances 
where we’ve been able to dig deeper than anyone else. 


Like Larry, I feel we’ll go much further than this start. And, like Larry, 
iditorially, we’ve made a fine start. We’re going right on from there. I feel it is quite a start. 
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new product 
“built” a new way 


New EM Week had to maintain the top printed 
quality that Electrical Merchandising was 
known for, but do this at a tremendous step-up 
in speed. Every Monday we had to deliver 
_40,000-plus copies, and each one had to be 
right, cover to cover. 





The answer was an entirely new-‘method of pro- 
ducing EM Week, on a giant, high-speed, web- 
fed litho press — especially modified for this job. 
Beyond speed, this gave us crisp, clear repro- 
duction on smooth, white stock . . . shorter clos- 
ing dates... more pictures, more color . . . less 
production expense and delay for advertisers. 


After just forty issues, this approach has been 
such a success it is now widely imitated. 
Mechanically, as in every other way, EM Week 
is new. 








40,000-plus 
every Monday 


It’s one thing to produce 40,000 copies of maga- 
zine. It’s quite another to lay them down on 
40,000 desks, from coast to coast, every Monday 
morning. But it’s being done. 


First, every subscription was analyzed to deter- 
mine the best possible way of getting EM Week to 
each reader on time. Studies were made of post 
office operations across the country, the time- 
tables of crack passenger trains which would speed 
EM Week to distant points, the best methods of 
speeding hot copies from the printer to the trains. 


The entire printing operation was transferred 
from the East Coast to the Midwest, and a com- 
munications network created to keep production 
linked to headquarters. An hour-by-hour produc- 
tion schedule was set up and checked every step 
of the way. Result? Wherever you are, you can 
read it in EM Week every Monday morning. 





New and hot 
in every way 


Forty issues tell a lot about a new magazine, in 
a lot of different ways. 


Reader reaction proves EM Week is lively, inter- 
esting, well-read, hot. Consistent advertising 
gains show that advertisers are quick to recog- 
nize this better way of telling their stories — 
quickly, with ideal every-Monday frequency, to 
the big, broad base of this business. 


Renewals of existing subscriptions, applications 
for new subscriptions, tell the same story. Both 
figures are unofficial until certified by ABC, 
and both say the same thing — EM Week is the 
hot one. 


Look at it any way you want to. Editorial 
approach, editorial performance. Speed and 
mechanical excellence. Reliable every- Monday 
delivery. You can quickly see why more Dealers 
buy and read EM Week than any other appli- 
ance publication! 
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THIS 40-YEAR-OLD 
BROOKLYN FIRM continued 


How Rifkin’s 
Makes Money 
On Kitchens 
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“Anyone can sell kitchens,” says William Rif- 
kin. “The trick is to make a profit.” 

Last year his firm sold over 200 kitchens. Here’s 
how it did it profitably: 


RULE 1: Price kitchens with a mini- 


mum markup on cost of 50%. 


“Applying appliance merchandising psychology 
can kill you in the kitchen business,” says Rifkin. 

And he knows appliance merchandising. For 
years Rifkin has adhered to the low-margin, high- 
turnover merchandising philosophy which pre- 
vails in the New York appliance market. 

Rifkin tried to duplicate this approach in sell- 
ing kitchens. Trial and error convinced Rifkin that 
it wouldn't work and that kitchens are different 
from appliances. 

“A simple basic formula for planning, install- 
ing and servicing kitchens,” says William Rifkin, 
“is one-half the total cost of the job, or 50% on 
cost, which leaves the dealer one-third of selling 
price.” 

With this formula, Rifkin feels, a dealer has a 
yardstick to work with. If he is firm about selling 
this way, he can take his basic overhead and fix 
the total kitchen volume necessary to break even. 

Such a typical formula would make provision 
for these percentages (of selling price): salaries, 
10%; office, 22%; supervision, 1%; service, 1%; 
advertising, 5%; legal, bad debts, pilferage, de- 
preciation, etc., 32%; and a pro-rate figure for 
rent. Hidden contingencies and net profit would 
make up the balance. 

“Any dealer who tries kitchens and doesn’t 
make at least one-third of selling price will strike 
out,” Rifkin maintains. “Because even with that 
margin you must constantly watch, through post- 
mortems on every job, that they’re not frittered 
away. How? In miscalculated jobs, unforeseen 
construction problems, faulty measurements, de- 
livery and installation damages, and collection 
problems. Maybe something will even happen 
during the year following completion that eats 
away the profit you thought you had when you 
completed the job.” 

At one time Rifkin’s tried a sliding scale on 
kitchen margins. Under it, kitchens around $500 
had 50% on cost; $500 to $1,000, 45%; $1,000 to 
$2,000, 40%; $2,000 to $3,000, 35%; and above 
that, subject to home office approval. It became 
too cumbersome and wasn’t workable. 

“Now, rock bottom is 50% on cost,” says Rif- 
kin, “and we don’t try to figure whether we 
make money on labor, appliances, or cabinets. 
We simply must make a minimum of one-third of 
selling price to make a profit in our setup.” 


RULE 2: Don’t rush into kitchens. 


Rifkin’s experimented to arrive at its sound ap- 
proach to kitchens. William Rifkin wanted to 
know first if kitchens could be sold through an 
appliance outlet. To do this displays were set up 
on the salesfloor. Everybody was alerted to the 
fact that the management wanted to sell kitchens. 
It became a strict rule of the house to try to 
convert every built-in sale to a kitchen sale. 

After considerable trial and error, Rifkin’s dis- 
covered that: 

“Until you treat kitchens as a completely sep- 
arate business you can’t expect to expand into 
volume kitchen business.” 

Here’s William Rifkin’s reasoning: 

“Any appliance dealer adding kitchens can 
work the department off his existing organization. 
But only up to a point. He’d better stop around 
$50,000 annual volume. Beyond that he'll find 
his normal appliance business not being properly 
covered. His men get too busy with kitchens to 
do justice to appliance sales. 

“At that point he has to decide to 1) stop, 2) 
cut back, or 3) organize a separate department 
to step out and get volume kitchen business.” 

Below $50,000 kitchen sales were not urgent, 
because you took them off the floor, and off an 
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existing overhead. Now the dealer has assumed 
a new overhead and must produce additional 
kitchen business. 

In Rifkin’s case this extra organization meant 
adding four specialists and an inside man, plus 
an advertising and promotion program. Rifkin 
personally supervised the program and borrowed 
supplementary clerical help from his existing or- 
ganization. 

At this point many dealers go wrong, says 
Rifkin. “The pitfall,” he says, “is that a dealer, 
in his anxiety to meet his increased kitchen over- 
head, will shoot for volume and start taking low 
margins. This is one pitfall any dealer must avoid 
at all cost. There are only so many kitchens a 
dealer can install and service from a basic over- 
head shell. He must work out his own figures and 
stick by them. Any other dealer can give him 
figures, but it won't mean anything until the 
kitchen dealer sets down his overhead.” 

Rifkin makes clear that any dealer should sit 
down and figure out to the penny what the over- 
head for a kitchen department will be. Also, that 
everything must be allowed for—salaries (includ- 
ing employment taxes and insurance), advertis- 
ing, office charges (including accounting and 
legal), supervision by owner, printing, deprecia- 
tion of displays, pilferage and waste, local taxes, 
if any, post-installation service, etc. 


RULE 3: You’re dead if you don’t 
have displays. 


Rifkin has six of them. Close to the front en- 
trance at 1759 Pitkin Avenue is a promotional 
line, made by a local manufacturer. Beside it is 
a Youngstown setup, metal with wood doors. 
Halfway down the store is a 9-foot G-E kitchen 
unit, mixed with fruitwood cabinets. At the far 
end of the store is a limed oak Whitehall kitchen. 
In an interior alcove are two deluxe kitchens 
side-by-side. Rifkin’s has approximately $6,000 
at cost in display inventory alone. It shows three 
lines of built-in ranges, five different makes of 
dishwashers, and refrigeration units of three 
makers, plus separate displays of built-in ap- 
pliances. 

These kitchens range from promotionals at 
$499 to deluxe layouts at $3,000. Most popular 
price range for Rifkin’s type of customer is be- 
tween $900 and $1,000. 

About 40% of kitchen sales at Rifkin’s are 
FHA-financed. Most of the kitchens on display 
include a built-in range and built-in dishwasher. 
Price quoting is done for complete jobs only. 


Appliances on FHA jobs are quoted separately. 


The displays perform two functions. For one 
thing, they make Rifkin’s a showplace for any- 
one interested in renovating their kitchen. For 
another, they are the source of strong leads de- 
veloped off store traffic. 


RULE 4: It takes kitchen specialists 
to sell kitchens. 


The firm built its phenomenal volume last year 
with four such employees, each one a factory- 
trained design specialist. 

The specialists play a key role but get an assist 
from the existing sales staff. On the floor, brother 
Sid and Boris, plus four regular salesmen, may 
make the first contact with a kitchen prospect. 
If a walk-in asks about built-ins or cabinets, the 
regular sales staff may give him a preliminary 
sales story. 

If a prospect is serious about kitchens, he is 
quickly turned over to one of four outside men 
(whichever is in the store), or to an inside man 
(who coordinates office routines centered around 
kitchens). 

Rifkin’s handling of its specialists has some 
free-wheeling aspects. 

Each is paid a straight salary. 

The firm goes after business in all five boroughs 
of New York. None of the specialists has an 
exclusive territory. 
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Each specialist operates as if he’s conducting 
his own business. He follows his leads, develops 
them, gives estimates. He is on the job when 
it begins, guides it through difficult phases, is on 
the job when it’s finished, and makes all collec- 
tions of payments. 

To simplify pricing, each specialist has a stand- 
ard printed estimate sheet. One column lists every 
phase of kitchen construction. In a blank column 
opposite each he notates his estimate figures. 
Once a month Rifkin meets with his specialists 
and goes over completed jobs, comparing origi- 
nal estimates with actual completed job costs. 


RULE 5: Get all the leads you can. 


Rifkin’s draws leads from three sources. First and 
foremost are those from store traffic which 40 
years at one location has generated. An analysis 
of kitchen sales has shown that the easiest sales 
to close are old customers. 

Mailings are a second source of leads. Rifkin 
estimates he sends out at least 50,000 circulars 
a year, covering announcements on kitchens and 
bathrooms. Bathroom modernization is something 
the firm has made part of the kitchen department. 
These direct mail pieces are names culled chiefly 
from among customers in Brooklyn and Queens. 

“It is important to restrict the geographical 
location of leads when determining the media 
you’re using,” says Rifkin. “Even though we work 
all boroughs, we try to narrow down the dis- 
tances both our salesmen and our installation 
crews have to cover. It helps sales and installation 
velocity.” 

This also makes it more convenient for pros- 
pects to come to the store. Exposure on the sales- 
floor in turn is conducive to closing the sale. In 
fact, 75% of all leads started on the salesfloor 
wind up in sales. 

Supplementing leads originating from the ap- 
proximate 4,000 direct mail pieces sent out each 
month are newspaper leads. 

“We play it by ear,” says William Rifkin of 
his local newspaper advertising. “If our salesmen 
have sufficient leads for one or two weeks ahead, 
we won't advertise. If normal mailing and store 
leads fall short, we immediately go into the news- 
paper. This may be once a month with 400 lines, 
using kitchen and bathroom copy.” 
lf a lead turns into an order, the specialist 


four kitchen specialists. His 


EVERY MONTH Willie Rifkin, second from right, above, holds post-mortems 


nal estimates. Aim: cut down on costly errors. 


draws up a detailed contract, showing every- 
thing that is to be done, draws up a rough plan 
with exact measurements, takes a deposit of 
from $25 to $100, and relays pertinent informa- 
tion to the designer (inside man). When the de- 
signer completes a finished drawing, the cus- 
tomer pays the balance of one-third of the total 
job. Copies of a final plan confirm the job for the 
customer, the cabinet and counter manufacturer, 
the carpenter and the Rifkin office. The cus- 
tomer is given a four to six week delivery date, 
and the order goes forward to the manufacturer. 
One week before the job is to arrive from the 
manufacturer, Rifkin’s firms out an_ installation 
schedule for the customer. 

Rifkin’s wants another one-third payment upon 
delivery of the cabinets, and the balance on 
completion. The firm never gets too busy to 
collect its money, however. Frequently a spe- 
cialist will stop all lead-following for a day to do 
nothing but make collections. 


RULE 6: Find a solution to installa- 
tion problems. 


Rifkin’s firm has carpenters and other crafts 
working exclusively for Rifkin’s on a per-job 
basis. 

“We heard about the problems of maintaining 
your own installation crews on your payroll,” 
says William Rifkin. “However, we felt we need- 
ed them for our expansion. For a short period 
we worked with two two-man installation crews 
and found, on analysis, that this was more ex- 
pensive and needed more supervision than trades 
people on a per-job basis.” 

Now these outside crews are controlled by the 
inside man and kitchen designer, Joe Asro. At 
his desk all the time is a complete record on the 
progress of every kitchen job. He moves each 
job along, and does follow-up on service and 
collections. : 

“From a minimum mark of 50% to proper han- 
dling of labor, I’d say the key to profits in kitchens 
is strict control,” says Rifkin. “We know we can 
increase our business 25% this year. We also 
know, however, that our expansion must be 
orderly, must allow for proper servicing of every 
job, and must be done without altering the basic 
profit structure which we've set as our goal.” 


is checking completed job costs against orig 
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SPECIALIST CARL CASANO, /eft, lines out his calls, while 


Rifkin checks a job with Dave Berg. Salesmen are free to 
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work al! boroughs, individually develop leads, nurse jobs to 


completion. Direct mail and newspaper ads keep leads coming. 
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EUREKA 


POLISHER- 
SCRUBBER 








WITH 


POWER-BALANCED 
FLOATING 


BRUSHES 






as low as 


...and it SELLS without trying! 












NEW 
EUREKA Polisher-Scrubber with 


Power-Balanced Floating 
BRUSHES 


Give you a difference you can 


SEE—-SHOW-SELL! 


POWER-BALANCED BRUSHES 4 POWER-BALANCED BRUSHES 
POLISH WITHOUT STREAKING WAX WITHOUT WANDERING 


Exclusive triangular brushes over- Unique counter-acting rotation of 
lap, eliminating space between floating brushes ends zig zag, “‘Jit- 
brushes that cause streaks. Float- terbug" action. Achieves wonderful 
ing brushes ride smoothly over new stability that makes handling 
irregular surfaces. 4-Brush action effortless. 

gives greater polishing power. 


POWER-BALANCED BRUSHES POWER-BALANCED BRUSHES 
SCRUB WITHOUT SPLASHING SHAMPOO WITHOUT MATTING 


Special overlapping action of float- In shampooing with special Rug 

ing brushes scrubs and re-scrubs Dolly, floating action ends matting 

every inch of floor. Counter-acting because brushes automatically ad- 

brush rotation ends splashing, gives just to depth of pile. Gives deep- 

up to 4 times the scrubbing action. cleaning action without harmful 
scrubbing or matting of expensive 
carpeting. 





EUREKA 


POLISHER. = & 
SCRUBBER 


The new Eureka Polisher-Scrubber is the FIRST and 
ONLY one with 4-Power Balanced Brushes. It delivers up 
to 4 times the polishing-scrubbing action, and applies it 
over an extra-wide cleaning path. It is the best care for 
FU milelelar-Wilemilelelamteha-lalale B ; 

Eureka, 50 years famous for quality, has designed 
long, trouble-free life into the new Polisher-Scrubber, too 
—All-steel housing with baked enamel finish, zinc coated 


to prevent corrosion... new quiet dynamically balanced 
motor with forced air cooling . . . silent running, wear re- 
sistant nylon gears... and precision ground ball bearings. 


Polisher-Scrubbers is the fastest growing market in 
the appliance field, and here’s the newest of all polisher- 
Yoadele)ol-1a-meendal- Mola l-Mmel-t-10efal-le Mm commer lo a0lc-mn dal-Mmol Ty cel ual-1 a e 
because THIS one has something to SELL! 


EUREKA WILLIAMS COMPANY 


MOT arTlimeh a Fe halelar-] Mm Clallam ai -1e5 dalom Oelaelele- Lalla 
Bloomington, Illinois 



















~ 














A full profit, | 
fullstep-upline} | | 
withthenew | 
‘4-brush p 
feature ry 
in every be 








Model 10 
$29.95 


Model 20 
$39.95 


Model 30 
$49.95 











one has something 


to SHOW! 


AUTOMATIC 
FLOATING 

BRUSHES 

adjust to irregular 
surfaces and depth 

of rug pile with Rug Dolly. 









AUTOMATIC 
DUO-CLIP 

holds cord, releases 
it in compact coil. 
Also secures 
Dispenser can 

in place. 


EVER- : 

LASTING ne AUTOMATIC 
ALL-STEEL ae SWITCH 
HOUSING PZ operates when 
in lustrous 3 handle is moved 
chrome finish. from upright 


AUTOMATIC [a 
pon Bet DISPENSER AUTOMATIC 
GUARD ; eP \ TOE-TOUCH 

with Precision , HANDLE 
protects baseboards Flow-Control . RELEASE 
and furniture. (All Models). locks handle 

upright, releases 
with light toe touch. 


FULL SET OF FLOOR CARE EQUIPMENT 


dal 


4 Power-Balanced Polishing Brushes 4 Power-Balanced Shampooing Brushes 


BeBe QBZs2 


4 Power-Balanced Super Scrubbing Brushes 4 Power-Balanced Lamb's Wool Buffers 


—\ P 
han ue eet es y Automatic Dispenser 
CN) BR Bear E> oe Te 
Flow-Contro!l ay 
Oe 2 


4 Power-Balanced Felt Pads 


Rug Dolly 














A big, well-trained 
service staff... 
Plus special facilities 
for service... 
And a modern ac- 
counting system... 


& 











... are all part of an impressive service 
operation maintained by Shehadi 
Bros. who quickly learned that in 
the Scranton, Pa., area... 


You’ve Got To 





That’s why brothers Jack, Tom, Mike and Joe She- 
hadi run a service operation with an ultra-modern 
look. Its objective: Create more and more sales. 

The system works. Last year the firm (actually located 
in Throop, Pa.) sold about 1,800 pieces of merchandise 
for a volume of roughly $500,000. Five hundred units 
of laundry were sold, 350 of refrigeration and 500 
in TV. 


Manpower is the focal point in the modern look which 
the Shehadi’s have given their service department. 

Shehadi’s, for instance, has a plumbing and wiring 
specialist on the payroll instead of sub-contracting this 
kind of specialty work. He takes care of washer, dish- 
washer and dryer installations. 

This plumbing-wiring specialist is one of seven serv- 
icemen. Two white goods men are assigned to making 
calls, while one stays in the shop. TV and electronics 
is divided between two men, one inside, one outside. 
Rounding out the department is a dispatcher, who 
schedules all service work and takes care of all parts 
ordering. 


Speed and efficiency has become a service watchword. 
“We know how to make repairs,” says Jack Shehadi, 
speaking for the firm. “And we get equipment fixed, 
without making people wait.” 

He cites major overhaul work as a case in point. 
The firm keeps well stocked with transmissions, motors, 
controls, valves, and so on. It’s the job of the dispatcher 
to keep much-needed parts stock up to snuff. If an in- 
operative washer requires motor or transmission re- 
placement, the white goods men usually carry these 
parts in stock. Consequently when they pull a motor or 
transmission they don’t leave the customer high and 
dry. They pull the old unit and on the same call will 
replace it with a new one. Backup to do this: about 
$8,500 parts inventory. 

This speedy, efficient service is offered to customers 
within a radius of 15 miles of Throop. Two servicemen 
use their own cars. Others operate the firm’s panel 
service unit, station wagon and service truck. Service 
starts rolling at 8:30 a.m. daily. Two rate schedules 
operate as follows: white goods—$4 the first hour, $3 
every hour thereafter; TV—$3 the first half hour, $2 
every half hour thereafter. All charges are plus parts. 

A one-engine Piper Comanche plane has made the 
Shehadi name synonymous with swift service in the 
Scranton area. Based eight miles from the store at 
Scranton’s Municipal Airport, the plane is frequently 
used to expedite parts and supplies vital to the service 
function from depots as far away as Allentown and 
Philadelphia. 


Shehadi’s keeps close tabs on service costs. Last year 
the firm spent $6,300 on a machine to do the trick. 
The unit is a National Cash Register tabulating machine, 
fully automatic, and complete with electric typewriter. 

“If it saves us $600 a year over ten years,” says 
Jack Shehadi, “it will have paid for itself.” 

Already he knows that service is paying its own way 
in his operation. The machine fed him the information 
all this year. From his standpoint the beauty of the new 
unit is that it can separate vital statistics on any store 
department. This is accomplished by the use of differ- 
ent feed bars. At the start of the year he began feed- 
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ing all that was paid out on service into the machine 
by means of a separate bar. On a second bar he fed 
the machine everything taken in. Now he can get a 
sub-total at any time of the week or month. And he 
can make periodic checks. 

What does this mean for Shehadi’s? 

“We know that service is carrying itself,” says Jack 
Shehadi. “This puts us in a better competitive sales 
position and we know where and how we can trim 
our pricing.” 


Service sifts valuable trades. Shehadi’s service shop is 
separated from the main store and is about 1,000 
square feet in size. It contains all equipment and hook- 
ups for every type testing—thermocouple units for 
testing ovens, instruments for testing refrigerators and 
oscilloscopes for TV. 

The shop man can quickly evaluate trades for their 
resale value. 

Of over 350 refrigerators sold each year, almost all 
transactions involve trades. Only about 50 of them can 
be resold, however. This demands quick and accurate 
checks in the service shop. 

Most refrigerators do not involve repairs. They’re 
cleaned for resale “as is.” At best, sales of these run 
from $25 to $75, average $40, for a net of $25. 

Washers are more frequently rebuilt before resale. 
Only 75 to 80 of some 300 sold each year pass muster 
in the service shop. Then they‘re sold for an average 
$85, on which the firm makes about $40. 

Only one out of ten TV sets taken in trade is rebuilt 
and resold. On better sets Shehadi’s will put from $35 
to $50 into a used unit, including picture tube. They'll 
sell for $75 to $125, equipped with UHF. 

Anything Shehadi’s rebuilds is guaranteed for a 
year. Rebuilt merchandise is moved from the service 
shop to a used department half a block away—a 700- 
square-foot location occupied by the firm until 1959. 


Service dovetails with the store’s total modern look. 
In fact, service promoted the growth which forced the 
firm to move. This happened a year ago, just after 
several thousand dollars were sunk into renovating 
the smaller location. 

“It was grow or be smothered by rising costs,” says 
Jack Shehadi. 

They chose to jump to a two-story modern building 
costing $37,000, with 3,350 square feet as selling area, 
the same for warehouse. Steel girders will allow ex- 
pansion to a third floor, if that’s what the future dic- 
tates. Ease of loading and unloading are provided, and 
a comfortable parking lot out front accommodates 
peaks of customer traffic. 

Other facets of the modern look are: a gate lift 
truck which cost $4,000; a wall of TV outlets which 
can hook multiple floor demonstration sets to a master 
antenna on the roof; and the plumbing and electrical 
outlets to operate four washer-dryer pairs and two 
cooking-school ranges. 


The Shehadis don’t regard any of this as unusual, even 
the use of a plane to fly in parts. 

“Whether it’s washer repair work, or demonstrating 
an automatic under home conditions,” says Jack She- 
hadi, “it’s all part of all-out customer service. It’s the 
only way we know to build more sales.” 
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MATSUSHIT 


Comes to Amerita 


Japan’s Largest-By-Far Manufacturer of Radios and Appliances 
Sets-Up Complete Sales and Service Organization in the U.S.A. 


Bringing an Entirely New Standard of 
EXCELLENCE 


THE MATSUSHITA AM-FM FEATURES AND SPECIFICATIONS 
9 TRANSISTORS PLUS 6 DIODES * All-new telescopic whip antenna for FM receptions 


P ° © Tuner output terminal 
Here’s the AM-F'M set that combines superb sensi- ¢ two tine terminals 


tivity with very sharp selectivity. Produces clear and e External speaker terminal 

satisfying music. Highly efficient 3%” PM dynamic e Easy battery replacement 

speaker providing sound of remarkable range and Frequency Range: AM: 535-1605KC e FM: 88-108MC 
smoothness. Crystal-clear highs, deep and solid bass. __ Batteries: Four C size flashlight dry cells 


MODEL T-30 $79.95 Dimensions: 10-1/6” x 6-9/16” x 2-13/16” 


complete with batteries, earphone and antenna Weight: 3 Ibs. 15 ozs. with batteries 











Sell MATSUSHITA and you sell! and Sell! 








12,684,000 Matsushita Radios 
Setting New Performance, 
Styling, and Quality Control 
Standards in 87 Countries. 







SE Le Matsushita, and You Sell Scientific Quality Control 
Dr. Deming Prize, highest award for scientific quality control, 
was awarded Matsushita’s Electronics Division. 


SE LL Matsushita, and You Sell With Confidence 


You are assured customer satisfaction. Full year guarantee. 
Nationwide service. 


S E LL Matsushita, and You Sell Value 


Matsushita is clearly the most radio for the least money. 
Outperforms all other radios in price bracket. 


S E F F Matsushita, and You Sell For Full Mark-Up 


You sell at set price for full profit. Your margin guaranteed 
against discounters or price cutting. 


THE MATSUSHITA AM AND SHORT WAVE 
8 TRANSISTORS PLUS 2 DIODES 
Featuring magic “meter” tuning dial for easy tuning and extra 
sharp selectivity. A great sales feature! Battery life also shown on 
this unique “meter’’. 
If your customers want just the thrill of getting stations in far 
away lands, almost any short wave set will do. But if they want to 
listen to short wave programs—news, music and political discus- 
sions—from hundreds of stations in cities all over the wide world, 
then this is the set they wiil choose. 
These 2 unmatched features put the Matsushita Short Wave radio 
in a class by itself: 
1 Magic “meter” tuning plus sharp selectivity 
Most important in short wave reception because stations coming 
in from different cities are on closely adjacent frequencies. 
2 Outstanding sensitivity 
The Matsushita picks up even the extremely weak signals often 
encountered with long-distance short wave reception. 
MODEL T-22U $49.95 
(AM and Marine Band T-22M) 


complete with batteries, crafted hard leather case, individual hand strap and 
shoulder strap, earphone and antenna in separate leather case 























FEATURES AND SPECIFICATIONS 


e¢ Highly sensitive pull-out antenna Frequency Range: 540-1600 KC 
(hinged) a paawdiotiaéekbeliesuid Model 8 
© 2-step tone control switch BAC o-000a--vonnrorernnrveeseees Model 
ec e : Batteries: Four C size flashlight cells 
rystal earphone socket Speaker: 32” PM dynamic 
© External speaker socket Dimensions: 81/2” x 434” x 17%” 
@ Extra antenna lead wire Weight: 2 Ibs. 8 ozs., with batteries 


How enthusiastic your customers will 


become the moment they see and hear 
f these sets. You and they will agree that 
an e ° Matsushita provides the ultimate in 


sound and styling. 











THE MATSUSHITA “TOTABLE” 

6 TRANSISTORS PLUS 3 DIODES 

The all-purpose set that combines portability with good musical 
serviceability. 

The extra powerful 4” speaker gives highs of clarity and spacious- 
ness, bass that’s deep and solid. All frequencies are uniformly radi- 
ated and distributed throughout the entire room for listening 
pleasure and satisfaction. 


The totable set provides outstanding sensitivity and selectivity; 


tuning is fast and easy. 
MODEL DT-495 $29.95 


complete with batteries, earphone and antenna 





THE MATSUSHITA TRANSISTOR PORTABLE 

6 TRANSISTORS PLUS 2 DIODES 

Pocket portable but with 2%” PM dynamic speaker that provides 
good tonal quality and excellent speech intelligibility. Highly sensi- 
tive built-in ferrite rod antenna brings in even weak signals. Selec- 
tivity outstanding for a set this size, and the large clear dial permits 


quick, easy tuning. 
MODEL T-50 $24.95 


complete with batteries, crafted hard leather case, shoulder strap, and ear- 
phone in separate leather case 





THE MATSUSHITA EXTENSION SPEAKER 

Use with any Matsushita portable radio. Just plug in. Gives big 

beautiful tone, loud clear and satisfying music. Modern design, 

black plastic with gold trim. A fast easy plus sale. $6.9 
95 








THE MATSUSHITA FRANCHISE PLAN 
FOR THE PROFIT-MINDED DEALER 


Ushering In A New Phase In Transistor Radio Merchan- 

dising 

1—Only a limited number of selected, quality dealers in 
each market. 

2—Prices protected to guarantee your margin. 

3—Products shown are forerunners to the many addi- 
tional products to be introduced shortly—a truly com- 
plete line to cover all your customers’ needs and wants. 

Yes, the exclusive protected Matsushita Franchise is profit- 

able and desirable. Write or call for full details today. 











MATSUSHITA 


Electric Corporation of America 


41 EAST 42ND STREET, NEW YORK 17, N. Y. 
Telephone: MUrray Hill 2-6244 
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More and more, women are using the Gold Star emblem as a 
shopping guide. Be sure they see it in your store. 


Gold Star standards offer the quality today’s shoppers are looking for in ranges. More than 28 advances are specified. 
The features women want most—the BURNER WITH-A-BRAIN*, matchless lighting on all burners, finest insulation, latest 
automatic conveniences, easier-to-clean design—are “musts”. * Backed by nationwide advertising on television, in leading 


national magazines, on outdoor and radio, in local newspapers. Tie in with floor and other displays and up your profits 
per square foot! AMERICAN GAS ASSOCIATION 


BROWN FEATURAMIC © CALORIC « CROWN ¢ DETROIT JEWEL © DIXIE ¢ EAGLE 
Look to these great names ; GAFFERS & SATTLER * GLENWOOD « HARDWICK « MAGEE © MAGIC CHEF 
“< MODERN MAID * MONARCH e¢ NORGE ¢ O'KEEFE & MERRITT ¢ PREWAY 
REAL HOST © RCA WHIRLPOOL « ROPER * SUNRAY © TAPPAN 
UNIVERSAL © VESTA © WEDGEWOOD-HOLLY © WELBILT 
*4.G.A. Mark ©Am. Gas Assoc., Inc. 


for Gas Ranges built to 
GOLD STAR standards: 
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A six-step way to Go Stereo with 
GENERAL ELECTRIC 


Everything you’re going to need for step-up selling in Stereo is here from General 
Electric! This world of BIG sound opens up a lively, growing business for you. 

There is no customer who isn’t going to find what he wants here regardless of 
his budget—you’ve got the sets from $49.95* to $169.95* and every single compact 
is attractive to look at and impressive to demonstrate. 

Show all of them and you’ll find (as you already know) that one set will lead 
to another. You shouldn’t have too much trouble in selling up with General 
Electric’s all new STEREO COMPACTS. Audio Products Section, Decatur, Ill. 




















Mode! RP1127-28 (1128 shown) 
Lowest cost for a General Electric 
automatic, genuine stereophonic phono- 
graph. Fine tonal quality, very light- 
Model RP1112 weight. — 


A compact, lightweight portable mon- 
aural (only) phonograph that plays 
all record speeds, automatically, with 
excellent tone quality. $5995* 














Model RP1100 
An extremely lightweight unit that 
produces quality stereophonic sound 


through wing extension speakers. Plays 
all records. Low cost. $4995* 
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STEREO COMPACTS 




































Model RP1135 


An extremely compact, lightweight, 
stereophonic portable phonograph. 
Plays all records through a balanced 
sound system. $9995* 














Model RP1155 

A truly fine high-fidelity stereophonic 
phonograph that plays all stereo and 
monaural records through a balanced 
4-speaker system. $12995* 














Model RP1170 
Outstanding stereo high-fidelity sound 
with 12-watt music-power dual stereo 
amplifier and 4 speakers. Plays all 
records. Removable legs make a conso- 
lette out of this portable. $1§995* 


*Manufacturer’s suggested retail price. 
Slightly higher in South and West. 


Progress /s Our Most Important Product 


GENERAL @@ ELECTRIC 





ELECTRICAL MERCHANDISING WEEK 


FOR FAST, VOLUME SALES 


eS _ __ 


} 
| 
‘wt Whinkpoot | 
i 


lighted 
ultra-modern 
backguard 


clock with 
4-hour interval timer 


tilt-proof 
grates 


Burner 
with a Brain 


aluminum 
Dispos-A-Bowls* 


easy-grip 
control knobs 


oven light 


Fiberglas 
insulation 


removable 
oven door 


Big things are h i 
in the RCA WHIRLPOOL” 


Presidential 
Parade 
Promotion! 











appliance outlet 


one-piece 





polished chrome top 
with built-in look 


automatic 
‘flash-tube’”’ pilots 


24" Balanced-Heat oven 
ignites automatically 


nickel-plated, 
tilt-proof oven racks 


automatic 
pressure regulator 


oven-window 
door 


radiant-heat broiler 
with removable door 


Your family will love our family of home appliances 
ke) Whirlpool 


Products of WHIRLPOOL CORPORATION St. Joseph, Michigan 
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There’s more PROFIT in 
PLUS tine ot AMETSON 
PORTABLE TELEVISION 





the new 





| SCREEN 
PILU! Get a wide, close-up view on Emerson’s You'll do more business with Emerson portable TV sets, because 
eosmmean=. 19” rectangular big picture screen. , Pte” 
F \ Emerson’s “Full-Vue” screen dupli- Emerson gives you more to sell: more viewing pleasure, more beauty, 
ae 4 cates the complete corner-to-corner pic- . ! ” ” 
LS § ture thé T.V. cameras transmit. Exclu- more features, more value. Plus more variety! From 17” TV to 19 
bN y sive “Black Magic’ contrast lets you “Tru-Slim” molded cabinet TV; wide-angle picture tubes to “Full-Vue” 
a a see the smallest details...even in a 
\, sta room. Bonded, tinted safety rectangular screens... Emerson portable TV sets meet all your cus- 
shield eliminates all glare...all dust... ? . i ' 
or RN all shadows! tomer’s demands, whatever their tastes and income brackets! And 





they’re pre-sold coast to coast by Emerson’s potent, new Plus promo- 
tion: a 12-page national full-color Sunday supplement. Plus dramatic 
double spreads and full pages in LOOK, LIFE, THE SATURDAY 


= CONSTRUCTION 


Emerson’s superior chassis gives 


you = — = —- EVENING POST. Market by market local newspaper impact. Cash in 
come ew plit-level ‘‘Modu- a" : : 
- AC Therm” chassis construction dissi- on Emerson’s portable TV now! Tie in with Emerson’s dynamic Plus 
Rag a pates heat. Automatic amplified ee 
a ad Gain Control holds picture steady in promotion: 
‘“s=-*" all reception areas...eliminates all 


interference, even airplane flutter! 
Heavy duty na Power Transformer with parallel fila- 
ment circuitry provides longer tube life, trouble-free 
operation and performs where others fail. 


pi f DESIGN 
Here’s the kind of TV cabinet beauty 


your customer’s dream about! Port- 


ables in modern, two-tone colors and 
“Tru-Slim” design in keeping with 
the easy living enjoyed by today’s 
active family. All sturdy enough to 
thrive on constant use—indoors, out- 


doors, any room in the house! 























aos PERFORMANCE 


High-Gain Miracle Tuners give 
you front-projected, drift-free 
FM sound reproduction that’s 


w magic to your ears. High-Gain 


I.F. amplification stages pull in 


the clearest, sharpest pictures : 
possible...even in fringe areas! 

pe “Local-Distance” control actually | 
lets you customize the reception 


to your own neighborhood. That’s why we say “Emerson 
performs where others fail!” 


pit FINISH 
Neither children nor pets nor the 

















¥\y liveliest party can mar the beauty 
i i - of Emerson’s exclusive new “Care- 
ih ” Free” polyester finish. Dust...burn 
it .-alcohol and scratch proof to give 
yy ee years and years of looking pleasure! 





MODEL 1676 
EMERSON 19-INCH TRU-SLIM PORTABLE TV 


PT S with Optional Wireless Remote Control 
VALUE $ OO 
Emerson has been America’s Value Leader for nearly 158 


half a century. This year, our expanded research and 
manufacturing facilities enable us to bring you the na- 





tion’s finest in Portable TV. In style, in performance, Tru-Slim portable TV with 19” “‘Full-Vue” rectangular glare- 
in value, Emerson is—and shall always be—America’s free screen. 172 square inch viewable area. Full power trans- 
Best Buy! former TV chassis performs where others fail, even in fringe 

gchar. areas. Front-projected, static-free FM sound system. Tele- 


scopic hide-away double dipole antenna. Decorator cabinet, 
molded front and back, in striking two-tone color combination. 





PROFITS PLUS WIRELESS REMOTE 


CONTROL 
BE SURE TO SEE THE OUTSTANDING EMERSON LINE... No Walk * No Work « No Wire 
CALL YOUR LOCAL EMERSON DISTRIBUTOR TODAY! All the ease, enjoyment and added conven- 


ience of arm chair tuning. 2 buttons perform 
all functions—turn set on and off, change 
volume, change channels, anywhere in the 
room. 


MeCTSONn America’s Best Buy 


JERSEY CITY 2, NEW JERSEY 
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Mr. Dealer! When you advertise 


REGINA 


H 


‘9 f; OO 


something wonderful happens... 


Here’s the vacuum that’s on the hot sheet of practically 
every big chain and department store across the country. 
Regina Electrikbroom! The brightest star in the vacuum 
cleaner industry—the one vacuum that draws 
customers in droves—the one vacuum that sells ’em like 
wildfire—shattering sales records month after month! 
Everybody loves this no-work whiz with no attachments 
—half the weight of other vacuums but full-powered 

to do a spotless job. Thousands of leading hotels 

use it daily—it’s so fast and efficient. For quick 

turnover and big profit, order and feature 
Electrikbroom—it’s your number 


one traffic-builder household appliance! 


Other terrific-turnover appliances 
by REGINA 


NEW REGINA ELECTRIKMOP 


Fresh from a triumphant premiere at the Atlantic City Show! 
Scrubs and dries floors automatically. 
Built to do one job and do it best. 


REGINA POLISHER 


America’s most advertised—most demanded! 
The high turnover, step-up line 
for “marriage-trade” to “carriage-trade”’! 


Get the full facts about Regina—MAIL COUPON TODAY! 


THE REGINA CORPORATION, 11 Regina Ave., Rahway, N.J. 


Please rush full information on Regina's money-makers: 


rr 


[-] Regina Electrikbroom [_] Regina Polisher [_] Regina Electrikmop 


[-] Please send name of Regina distributor in my area. 


STORE__ 





ADDRESS__ 





S| a a a Se ee 


Occ diemiicmesininind 
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Here are some pertinent thoughts, 
picked up in recent reading, that 
I’d like to pass along. 

Some while back, Pierre Mar- 
tineau of the “Chicago Tribune” 
wrote in the “Harvard Business Re- 
view”: 

“Though the largest part of con- 
sumer spending is done by women, 
it is fantastic how little the average 
business man understands feminine 
psychological goals. We men spend 
a lifetime associating with women— 
our mothers, our sisters, our wives, 
even our daughters—yet it never 
dawns on us they have different 
motives and interests.” 

How true, how true! 

An article in “Printer’s Ink” head- 


lines: “Marketing’s Eternal Chal- 
lenge: The American Housewife.” 
It says: 


“The retailer’s pin-up girl is the 
U.S. housewife. Even in the sale of 
men’s clothing, studies show that 
women influence 70% of the total 
purchases for men.” 


Comment: When you get into the 
field of buying for the house, home 
and family, the percentage is 85% 
plus—and has been for years! 

Here’s more from the public press: 
A report about a_ supermarket 
which invited organizations (wom- 
en’s, naturally) to sit in an ante- 
room to rest. Sales literature was 
distributed like crazy while the 
ladies soothed their tired feet. Well, 
why not invite local women’s clubs, 
or high school home _ economics 
classes to hold meetings in an ante- 
room in your store, or right in the 
store itself? Distribute literature, 
maybe invite manufacturers’ repre- 
sentatives to demonstrate new rec- 
ipes for products, new ways to wash 
clothes. You take it from there, 
always remembering that “How 
many people can I help today?” is 
the key phrase. 


And that the poor harassed house- 
wife has to launch a thousand meals 
a year. Plus, she must wash a quar- 
ter of a thousand loads of clothes. 
Any help you can give will be grate- 
fully received. After all, she does 
have to cook on something. And 
store her food in something else. 
And wash her clothes in some sort 
of contraption. Most, if not all, of 
which you sell. 

Janet Wolff in a very wise book 
‘What Makes Women Buy” makes 
many points about your favorite 
customers (women): 

“Give them the know-how for 
managing their homes Build 
women’s self-confidence . .. Women 
now manage the recreation for the 
family as well as keeping house 
. . . Women are on the lookout for 
products and services which give 
them more time for the family.” 
And significantly: “New appeals to 
comfort, luxury, beauty and pleas- 
ure must be backed up by other 
(puritan) reasons such as economy 
and health.” 

I couldn’t agree more! 





OLIVE P. GATELY says 


‘You Don’t Know 
AllA bout Women’ 


You’ve known for years, I’m sure, 
that women identify themselves 
with a product, a premise, or a sales 
argument, for that matter. They 
take everything about a product 
personally. That’s why a woman 
is far more interested in how a 
product affects her and those she 
loves than the facts behind it. How 
it’s made, for instance. She is tre- 
mendously more interested in what 





she gets for her money than in how 
much she spends. 

Here are a few other relevant 
thoughts gleaned from my own re- 
tail selling experience: 

e Try to understand women’s prob- 
lems—then build the bond with the 
product you’re trying to sell. 

@ Remember women respond to 
selling appeals that aid their chil- 
dren, or aid them to fulfill their 
“mother” role with their children. 
e Never forget to leave room for 
a woman to put something of her- 
self into the selling approach. 

e Be careful in using the comic 
approach. Could be that she’d think 
you aren’t taking her problems 
seriously. That could be fatal! 


Although all women have a great 
yearning for enjoyment and con- 
veniences and time-saving devices, 
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they very often feel guilty about 
having too many pleasures and com- 
forts. Therefore it’s up to you to 
interpret how this gives them more 
time and more energy to devote to 
their families. 

It all boils down to: Please don’t 
try to sell women the way you do 
men. They have a different set of 
values about what is important. 


ABOUT THE AUTHOR—Olive P. 
Gately is uniquely qualified to talk to 
dealers on behalf of women every- 
where. A native of Boston, she has 
lived and worked in Cleveland, San 
Francisco, Dallas and New York. She 
is widely known as an advertising, 
marketing and sales promotion con- 
sultant specializing in the “home” 
fields. She has worked for Macy’s 
Sanger Bros., and Jordan Marsh de- 
partment stores. 











where others fizzle...this one 
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model 6515 


new CHANNEL MASTER 


8 transistor “super fringe’”’ 





FREE Lionel 
Electric Train Set 


Dealers: 


Get a big 42-piece LIONEL 
Electric Train Set (worth 
$75.00) with your order for 
only 10. assorted Channel 
Master radios at price. 
A fabulous pre-Christmas 


@ RF amplification stage 


The most sensitive transistor radio ever made! 


3-gang tuning condenser 


@ New fringe area circuit @ Extra long built-in ferrite antenna 


@ Highest signal-to-noise ratio @ Easy, precise vernier tuning 


@ King-size 3%” speaker @ Plays for almost one year on a set 


of ordinary flashlight batteries (Based on average daily use) 


The astonishing performance of this new 


radio is another reason why the dealer who 
features Channel Master gets ahead—and 
stays ahead—of his competition. 


$5925 


slightly higher in Canada 


CHANNEL MASTER works wonders in sight and sound ' 
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TODAY'S BIG / 
ER 








GAS RANGE BY 
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+.9.% 4 : 
+ 9%, 
RRR 
AND 
XXX 


om 
TREND-SETTING ne . 
oats 


GAS RANGE, PACKED 
WITH NEW FEATURES... 
BACKED BY POWER- 
LOADED PROMOTION! 


Famous Roper Quality . . . instant 
Roper acceptance . . . now all dressed 
up in a brand-new look that’s 
tailor-made for the lucrative quality S995. a a @ Two extra-capacity ovens with glass 
market! A high ticket trend-setter 
: ! 
~— ce Staal: ol hyde seg SC a controlled meat-oven, with rotisserie! @ All 
showroom . . . for a big profit payoff Fits neatly in 40” pre- cooking done in comfort-zone! @ Extra 


: : planned alcove between : é 
on the industry’s hottest new or at end of cabinets. storage space in base cabinet! @ 4-burner 
trend. ... Write or phone us NOW. 








doors! @ Separate thermostatically- 


top with famous Tem-Trol automatic burner! 


@ Fluorescent-glow illumination! @ New 


ee big 
BIG PROFIT ITEM! WRITE DEPARTMENT satin chrome tilt-up cooking top! 
GET YOUR SHARE! EM FOR FULL DETAILS @ Style-Slim. burner controls! 


GEO. D. ROPER SALES CORP. °°" usitcinos rer" 
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NEW 


PRODUCTS 


FEATURES THIS WEEK 


Jacobsen 1961 power tools e clocks by Sessions and 
Leigh e radios by RCA and Mathes e organs by 
Orcoa, Harmochord and Magnus e G-E heat pump e 
heaters by Apextro, Sun-Tron and Chattanooga Royal 


el 


DAVIS Sweep-O-Matic 
Carpet Sweeper 

The Davis Sweep-O-Matic lightweight 
sweeper No. 1000-A requires no hard 
pushing, no bearing down. With its 
convenient foot-operated control ad- 
justment for any nap thickness, it 
glides easily over carpet or rugs. 


Powered by an ac motor for oscil- 
lating a double row of long-wearing 
nylon brushes back and forth at high 
speed, the sweeper’s “whisking unit” 
provides 3500 pickup strokes per min., 
vibrating carpet down to its base to 
loosen embedded sand, dust, grit and 
dirt. It also cleans scatter rugs. 

Whisking mechanism and motor are 
housed in a plastic case supplied by 
Durez. A wide rubber bumper guard 
strip makes it easy to use in hard-to- 
get-at areas such as under beds, fur- 
niture and close to walls. 

Finished in 4 colors, beige, gray, 
pink and green, it has an 18-ft. rub- 
berized connecting cord convenient 
to hand control switch; chrome-plated 
steel shaft and bracket attachment 
with non-slip plastic grip, contoured 
to fit the hand. 

Price, $19.95. Davis Mfg. Co., Plano, 
Ill. 
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SESSIONS Announces More 1961 Clocks 


Three electric wall clocks and 1 elec- 
tric alarm have been added to the line 
of Sessions clocks. 

Adorn, an electric decorator wall 
clock has an airy petal pattern in pol- 
ished brass, white metal open-faced 
dial with black Roman numerals, 
black cut out hands and brass sweep 
second hand; 12-in. diam. 

Petitpoint, a tiny wire framed clock 


SESSIONS MAJOR 


7¥%-in. diam., has pale yellow dial with 
large easy-to-read black numbers, red 
sweep second hand. In polished brass 
or black wrought iron. 

Medallion, a round plastic wall clock 
6-in. diam., has black numbers, red 
sweep second hand; features a medal- 
lion design in center of dial, comes 
in pink, turquoise and beige. 

Major, electric alarm, is 4% in high, 
5% in. wide; available in 3 finishes 
with luminous or non-luminous dial, 
mahogany, walnut or blond; off-white 
dial with black numbers, black ‘hands 
and brass sweep second hand, framed 
in solid brass bezel. 

Prices, Adorn, $12.95; Petitpoint, $6.95 
brass, $5.98 wrought iron; Medallion, 
$4.98; Major, $9.98 luminous, $8.98 
non-luminous. The Sessions Clock Co., 
Forestville, Conn. 





LEIGH Built-In Clocks 


Two all new lines of built-in electric 
wall clocks with design emphasis on 
modern styling, quality workmanship, 
easy, fast installation, and prices to 
fit any budget are announced. 

The Decorator line comes in 2 de- 
signs: No. 3602 in “Classic Bar” and 
No. 3603 in “Tempo Round”; available 
in two finishes—Colonial black or 
polished brass. 

The Economy line offers the same 
custom design as Decorator, but is 
priced to fit lowest budget, such as 
multi-house projects; black or pol- 
ished brass finish with “half-oval’” 
hour markers. 

Both lines feature synchronous 
movements. All fit either a 9- or an 
ll-in. diam. and a template for ac- 
curate measurement is provided for 
easy installation in plaster, dry-wall 


DECORATOR MODEL 3602 


or wood. 

Both are suited for home, kitchen, 
living room, den or dining room as 
well as for offices, lobbies, executive 
offices or conference rooms plus many 
other applications. Leigh Building 
Products, Div. Air Control Products, 
Inc., Coopersville, Mich. 





JACOBSEN 1961 Power Lawn Tools 


Jacobsen’s 1961 line of consumer 
power lawn tools features a garden 
tractor, the Chief, 2 power-operated 
rotary tillagers, a turf slicer, “Snow- 
Jet 560,” and 3 reel-type mowers, 
Prince, Pacer and Victor. 

The Chief garden tractor features at- 
tachable implements including a 
moldboard plow, an 8-disc harrow, a 
spike tooth harrow (18 spikes), a cul- 
tivator, seeder and fertilizer, plus 
wheel weights and snow-plow bull- 
dozer. Lawn implements for attach- 
ment include a belt-driven 36-in. ro- 
tary lawn mower to be attached under 
tractor, 3 or 5 gang trailing mowers, 
a utility card, an aerator and a roller. 
Tillager I and Tillager II are powered 
by a 3-hp engine; works as a plow, 
cultivator and aerator for all types 
soil; rotor speed and tine design are 
matched to prepare soil that is 
neither too coarse nor fine. A swing- 
type depth gauge allows for 8 easy 
settings. Both have 22-in. cutting 
width with extension kits available. 
No. I has a 14-in. rotor and has both 
forward and reverse control. No. II 


JACOBSEN LAWN PRINCE 


is an economy model with a 12-in. 
rotor and no reverse mechanism. 
Turf Slicer “21” has 25 patented 
hardened steel slicer blades on a hex- 
agonal shaft; 3-hp 4 cycle engine, au- 
tomatic rewind starter; for commer- 
cial and consumer fields. 

“Snow-Jet 360” has a snow discharge 
chute that can be rotated a full 360 
degs. with stops at each of 45 degs.; 
features a 20-in. width; 3-hp Jacobsen 
hi-torque engine with rewind starter; 
shielded recoil starter and _ large 
heat chamber to keep carburetor 
and governor linkage free of ice and 
slush. 

Lawn Prince, reel-type mower fea- 
tures the Dynacyl cutting principle— 
a combination of proper setting of reel 
shaft and bed knife in correct ratio 
to speed of reel and number of blades; 
2-hp, 4-cycle engine, automatic rewind 
starter; featherweight handle and 
controls; manually operated clutch. 
Pacer has Dynacyl cutting unit, 5 
blades, heavy duty patented spiders; 
18-in. cutting width; side wheel drive 
and a 2%-hp hi-torque engine. 
Improved Victor 2l-in. features a 
made-to-order plastic grass catcher; 
2-hp, 4-cycle engine with automatic 
rewind starter; new color styling. 
Viscount “22” rotary mower features 
new engine cowling, new stamping, 
new 2-tone color design; Turbocone 
grass catcher kit extra, and Turbo- 
cone cutting unit with air-lift action 
which straightens grass for more ac- 
curate cutting. 

Mow-Mobile “48” with 48-in. cutting 
width has a 9-hp, 4-cycle engine and 
is available for walking or riding. Has 
3 parallel cutting bars, a new pulley 
arrangement. Discharges to the left; 
cuts 12 acres a day. Jacobsen Mfg. 
Co., Racine, Wis. 





RCA VICTOR Radios 


Ten table and clock radios with Flair- 
line slim styling, a cooler operating 
chassis, larger speakers, Filteramic 
antenna, finished backs are announced. 
The 5 table models include Starflair, 
with 4-in. speaker and avc; Sportflair; 
Crestflair with vernier tuning, easy- 
to-read dial; Charmflair, a deluxe ver- 
sion of Crestflair with Filteramic an- 
tenna; and Colorflair with 3x5-in. 
speaker and new cooler chassis. 

The 5 clock radios include Trimflair 
with 4-in. speaker and Formflair with 
Flairline styling and cooler chassis; 
3x5 speaker; 2-button timer for sleep- 
switch and “wake to music.” Time- 
flair is deluxe version of Formflair. 
Graceflair, a “levermatic” easy-to-op- 
erate clock radio with appliance out- 
let. Dreamflair, deluxe version of 
Graceflair with Filteramic antenna, 


= — 


CHARMFLAIR TABLE RADIO 


drowse alarm; vernier tuning; illumi- 
nated dial and clock face. 
Soundflair, AM-FM table set also fea- 
tures Filteramic antenna, 7 tubes, 
1 rectifier; afc and dual speakers. Two 
lower priced AM-FM radios and 2 
FM only introduced several months 
ago complete the line. 

Price, table models from $19.95 to 
$29.95; clock radios, from $24.95 to 
$39.95. RCA Victor Div., Radio Corp. 
of America, Camden, N. J. 





MATHES AM-FM Radios 


Two portable AM-FM radios with 3 
speakers for hi-fi reproduction of 
broadcast music are announced by 
the Curtis Mathes Company of Dal- 
las, Texas. 

No. 2918 is contained in a genuine 
oiled walnut cabinet. The AM-FM hi- 
fi radio contains an automatic fre- 
quency control, crystal diode detector, 
9 tubes including rectifier. Speakers 
are a 12-in. woofer, 6-in. mid-range, 


and 4-in. tweeter with heavy Alnico 
magnets. The radio has a frequency 
response of 50 to 15,000 cycles. Can be 
converted from table to a console 
with 4 legs in oiled walnut for $10 
extra. 

No. 3618, “The Marlin,” features an 
18-A hand-wired chassis, 8 tubes, 2 
diodes and a rectifier; 3 speakers: an 
8-in. woofer, 6-in. mid-range, and 4- 
in. tweeter with 10w power; separate 
bass and treble controls; slide rule 
tuning; lighted dial glass; afc; pro- 
vision for external speaker and phono 
connections. 

Both have an input jack. An exten- 

sion speaker is available containing 
6- and 4-in. speakers with volume 
control. 
Prices, No. 2918, $149.95, (summer 
special $129.95); No. 3618, $99.95. Cur- 
tis Mathes Mfg. Co., 2220 Young St., 
Dallas, Texas. 
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SELL THE ONLY WASHER WITH THESE 


Bib 
DIFFERENGES 


WESTINGHOUSE LAUNDROMAT 


AUTOMATIC WASHER 


More washing DOWE€F for cleaner clothes! Exclu- 
sive washing action lifts, dips, tumbles and plunges the clothes 
50 times a minute in hot, sudsy water. Then gives them 
two deep rinses in clear, fresh water. 


Saves A) On dete rgent! Uses less water and bleach, too! 
Detergent manufacturers say it right on the box. . . “Use 
only one-half as much.” And Westinghouse Washing Action 
saves up to 10 gallons of water per load, while requiring far 
less bleach. 


Exclusive weighing door helps save even more de- 

tergent, water, and bleach on less than full loads. All the 

homemaker does is place clothes on door . . . size of load is 

shown on Suds ’N’ Water Saver Indicator. No need to guess 
. no waste of water or detergent. 


























Only unbroken work Surface onan automatic 
washer! The Laundromat loads from the front, not top. So 
top of washer is a permanent, solid work area. Only Westing- 
house gives the homemaker this extra, usable space . . . and 
does she appreciate it! 

















Easiest to load and unload! Just toss clothes in. 


No need to spread around to avoid washer “shimmy.”’ To un- 
load is an easy swing from Laundromat to matching dryer. 


Easier front SErviciNg—The control panel lifts off without disturbing 


pushbuttons or knobs. Front panel is removable. Bottom panel also removes to 
permit front servicing of pump. 


No costly breakdowns to irritate customers. Laundromat uses belt 


and pulley mechanism; no chance of $75-$90 transmission repairs as in belt and 
gear systems used by most other automatics. 











Only the Laundromat is easy to sell...economical to service! And only Westinghouse makes it! 
Major Appliance Division, Westinghouse Electric Corporation. You can be sure...if it’s Westinghouse. 


(w) Westinghouse 
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BELL & HOWELL Tape Recorder 


A 4-track portable stereo tape record- 
er, No. 785-4TS, is announced by 
Bell & Howell. It contains 2 5%-in. 
speakers; has 5-way pushbutton con- 
trol; a monitor control for listening 
while recording; remote control for 
professional type editing; 2 speeds; 






recording level guide; professional 
type microphone with desk stand; 
72-in. output-input cord, and optional 
equipment including earphone and 
remote pause control foot. pedal. 

The sound system has an overall 
frequency response of plus or minus 
4 db from 50 to 13,000cps at 7% ips 
and is powered by a 5w amplifier. 
The speakers cover full frequency 
range and are mounted at sides of an 
acoustically baffled cast for true fi- 
delity reproduction. 

The 2 speeds permit choice of 7% 
or 3% ips; drop-in 7-in. reels holding 
2,400 ft. 4-track, thin-base tape pro- 
vide up to 8 hrs. recording or play- 
back time; pushbuttons for record, 
play, rewind, forward and stop. 
Price, $259.95. Bell & Howeli, 7100 
McCormick Rd., Chicago 45. 








NEW 
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GENERAL ELECTRIC Heat Pump 


General Electric announces a new 2- 
ton self-contained Weathertron heat 
pump designed primarily for residen- 
tial use. Weighing little over 300 lbs., 
the 2-tone grey unit is adaptable to 
a wide range of applications includ- 
ing slab, suspended, or roof-top. 

Features include the G-E_ high- 
speed hermetic compressor; a direct- 
drive propellor type outdoor fan; 
quiet centrifugal indoor fan; 2 driers 
are used so that 1 is always in refrig- 
erant circuit whether unit is heating 
or cooling. 

All fan and motor bearings are per- 
manently lubricated to reduce main- 
tenance to a minimum, and “draw- 
thru” coil construction reduces dirt 
and debris in cabinet and minimizes 
effects of high winds. 

Cabinet is “sound-shielded” by au- 


tomotive type sound absorbing ma- 
terial. Shipped with a full refrigerant 
operating charge the new heat pump 
also incorporates an easily accessible 
manual reset switch for convenience. 
General Electric Co., Central Air Con- 
ditioners, Tyler, Texas. 














HARMOCHORD 
Console Organ 
The first of a series of new Harmo- 
chord electric chord organs is being 
introduced by Musical Products Corp. 
sub. of St. Louis Music Supply Co., 
St. Louis, Missouri. 

The newest addition is a 60 chord 
console, “Fantasia” No. 560, which is 
shown at right. 

It contains many outstanding new 
features. Specifically it has 37 full 
size piano keys, not abbreviated or 
midget keys. 

In addition, the 60 chords include 
the complete series of basses, major, 
minor, seventh and_ diminished 
chords. A foot pedal volume control 
regulates the volume from a whisper 
of pianissimo to the most resounding 
fortissimo. 

The cabinet was designed by a 


leading American furniture designer 
to fit into most any American con- 
temporary home. 

Price, “under $200.” Musical Prod- 
ucts Corp., 3711 W. Pine St., St. Louis 
8, Mo. 





LEIGH Range Hoods 


Leigh’s new 5700 series range hoods 
feature an extra-large permanent 
aluminum foil filter, twin centrifugal 
force blowers, 2 speeds, twin frosted 
lens light fixtures that give even, 
glare-free illumination. 

Available in 2 finishes, baked-on 
coppertone enamel or stainless steel 
in 4 sizes: 30, 36, 42 and 48 in., it is 
easily adapted for vertical or hori- 
zontal exhaust by repositioning blow- 
ers. Blowers have a capacity of 400 
cfm and are especially effective where 
small ducts or long runs are required. 

Corners are mitered; easy-to-oper- 
ate pushbutton controls operate dual 
light fixtures and blowers; unit is 
completely wired for operation. 
Leigh Building Products, Div., Air 
Control Products, Inc., Coopersville, 
Mich. 








CONCERT CATHEDRA, NO. 203 


ORCOA Organs 


ORCOA Concert console organs fea- 
ture a “dual personality” professional 
chord section with 2 sizes of chord 
buttons. In this section 20 chords in 
the 2 center rows are lettered with 
major and minor notes, and are twice 





as large as other buttons, so begin- 
ners can play on sight frorn specially 
written books. 

The 4 console line includes Cara- 
van, No. 201, with 3 octave treble 
keyboard, 48 chord buttons; Choral- 
tone, No. 202, and Cathedra, No. 203, 
each with 4 octave keyboard and 60 
chord buttons; Composer, No. 204, 
full piano keyboard of 68 keys, 48 
chord buttons. All have stainless steel 
reeds, piano hinged lids, permanently 
tuned reeds and fine furniture styling. 

Four portables, also in the 1961 line 
include Companion, No. 61, completely 
portable; spinets Capri, No. 72, Im- 
perial, No. 81, and Grand, No. 91. 
Prices, consoles from $299.95 to 
$389.95; portables from $79.95 to 
$239.95. Made in Italy by Excelsior, 
sold by Organ Corp. of America, 59 
Hempstead Garden Drive, West 
Hempstead, N. Y. 


APEXTRO Heater 


“Infra-Mite” a compact streamlined 
heater for zone-controlled spot heat- 
ing is introduced by Apextro. 

“Infra-Mite” uses a high energy 
infrared emitter—a fused-quartz ele- 
ment which gives healthful, almost 
instantaneous warm heating; it con- 
centrates on specific areas without 
heating surrounding areas. 

Available in 10 models, 3 sizes 
(19%%-, 33- and 39-in. fixtures); fea- 
tured are semi-parabolic shaped re- 
flectors and special end reflectors to 
assure optimum coverage. 

Ceiling and wall-mounted units are 
available and a portable wall-hanging 
type with cord. The 19%-in. fixture 
in 500 or 750w; 33-in. model in 1000, 
1200, 1450w; 39-in., 2000w. 

Suitable for bathrooms, basements, 
nurseries, hard-to-heat rooms, sun 





porches, breezeways, garages, etc.; the 
units can’t be harmed by water, are 
thermal-shock resistant. All electrical 
parts are covered and completely 
sealed, and have a protective grill 
facing with option of brass or chrom- 
ium plating. Apextro Products Co., 
Div. Apex Sheet Metal Works, Inc., 
1821 N. Eastlake Ave., Los Angeles 31. 





MIRRO-MATIC Frypan 


Mirro-Matic buffet server-fryer, No. 
273M, has an easy-over cover which 
places the handle at the side of cover 
for greater ease of handling. The 
stamped aluminum immersible pan 


measures 11x11 in., and 2% in. deep. 
An adjustable cover vent; and side 
handles, cover handle and feet are 
of heatproof plastic. 

Price, $19.95. Mirro Aluminum Co., 
Manitowoc, Wis. 











MAGNUS Organ 
“Jewel” electric chord organ has full 
size keys, simplified chord buttons, 
volume control, music rack. $49.95. 
Magnus Organ Corp., Livingston, N.J. 








DUO-THERM Oil Furnace 


Installed flush with wall, Duo- 
Therm’s No. 335 oil furnace provides 
more floor space and unbroken ex- 
panse of wall for today’s compact 
homes. It may also be installed against 
the wall or in any corner. 

It has 60,000 Btu heating capacity— 
enough to heat 1,000-sq.-ft. floor space. 
For larger homes it is suitable for 
heating a new wing, remodeled attic 
or enclosed porch. Louvered doors 
direct heat through room, eliminating 
need for ductwork. Another feature 
is an electric ignitor that makes igni- 
tion simple. 

Uses Golden Jet burner, automatic- 
ally regulated by an electric thermo- 
stat for a steady, comfortable tem- 
perature. Fan may be used when fur- 
nace is not in operation. Motor Wheel 
Corp., Lansing, Mich. 











40 e NEW PRODUCTS 


CADIZ Ironing Board 


A built-in “Step-Sav” ironing-board- 
mirror-door cabinet for home and 





ELECTRICAL MERCHANDISING WEEK 


When not in use, cabinet door 
closes, providing decoration of a 
plate glass mirror for room where it 
is installed. 


automatic 


insulation; sure-lock plastic cap and 
cup combination; steel with chrome- 
plated bottom, tan top; l-gal. capac- 
ity; pushbutton spout. Price, $5.95. 
Knapp-Monarch Co., St. Louis, Mo. 


Price, $109.50. Cadiz Electric Corp., 
221 W. Walton, Chicago 10. 


apartment builders is announced. 
This self-contained, permanent fix- 
ture is prewired, self-fused and en- 
gineered for any kind of wall con- 
struction. 

Safety features include a fireproof 
steel cabinet, ironing board and 
sleeve board; a pilot light and reset 
type circuit breaker in a single con- 
trol panel; storage space for iron, 
plus a holder that keeps iron off 
board entirely during rest periods; 
and an electric timer that shuts off 
all current at predetermined interval 
should user forget to use holder or 
turn iron off. An extra outlet in ad- 
dition to iron cord plug-in is added 
for 115v appliances such as radios, 
coffeemakers, etc. 





K-M Therm-A-Jug 


Therm-A-Jug Supreme features an 


safety spigot; Fiberglas 



















There can 
be a Profit 
in leader 

models 


With all the furor about ad- 
vertised list prices, over-fran- 
chising and service calls eating 

up profits, you can still make a 
profit selling the low end of the 
line—if you sell Blackstone. 
Here’s why: In any market there 
are a minimum number of selected 
quality dealers franchised. A Black- 
stone dealer can take the time to sell the 
features and quality of Blackstone without 
a great number of dealers in his area under- 
cutting his efforts with large price reductions. 
And once you sell a Blackstone automatic it stays 
sold—no call backs on servicing. If you like to sell rather 
than give products away, get in touch with Blackstone. 
Franchises available in some areas—See your distributor 
or write Blackstone Corp., 1111 Allen St., Jamestown, N.Y. 


WAC-45 





SIMPLE TO USE ... SELL ... SERVICE 


~ 
<B> 


BlacXston 


America’s ’ Fastest Growing Laundry Line 


Biackstone Corporation, 1111 Allen Street, Jamestown, N.Y. 











SUN-TRON 
Ceiling Heater 


A new electric ceiling heater that can 
be used in new construction for sup- 
plementary heat in any room is being 
introduced by Sun-Tron. It provides 
2-way heat without fans. The unit is 
not recessed, but mounts directly on 
the surface of the ceiling and is only 
2%4-in. deep. 

The electric panel has no moving 
parts, makes no noise and provides 
radiant heat and air circulation by 
natural means; cross-angle radiation 
which beams heat at angles into every 
corner of the room is provided by 
scientifically designed perforated 
steel face panel. Air circulation is 
provided by vents which admit air on 
either side of unit. Air heat is heated 
and circulated across ceiling. When it 
reaches the outer walls, it falls nat- 
urally as it is cooled and is then re- 
circulated back into the heater for 
reheating: 

Dimensions are 9x36 in.; 500w, 
available for either 120 or 240v. The 
heater needs no outlet box. Conduit 
or Romex can be connected directly 
to heater; elements are encased in 
steel sheathes for safety, and sheathes 
are covered by steel face panel, deco- 
rated in speckled beige-tone with 


satin-anodized aluminum frame. 
Price, $54.95. Sun-Tron Corp., 7435 
W. Wilson Ave., Chicago 31. 





SUN-TRON MOUNTS FLUSH TO CEILING 


ROYAL Gas Heater 


This new 10,000 Btu sealed combus- 
tion chamber, thru-the-wall vented 
gas heater, DVB-10, provides maxi- 
mum space-saving. It is recessed into 
wall and projects only 3% in.; can be 
installed under a window or on any 
outside wall. 

Featured is the safety sealed com- 
bustion chamber and single outside 
air intake and vent unit. Air for com- 
bustion is brought from the outside 
and all products of combustion are 
vented to the outside. 

Controls are factory installed; man- 
ual and automatic thermostats are 
available; both controls have 100% 
safety pilot; inner unit and rough-in 
box and single-unit constructed for 
stud mounting; 1-piece cabinet bolts 
to inner unit; 26 in. high, 15% in. 
wide. Chattanooga Royal Co., Chat- 


tanooga 6, Tenn. 
ROYAL HEATER DVB-10 
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VHY THE BIG 
RUSH ON AIR 
CONDITIONIN 


YOU'D HURRY, T00, 
IF YOU KNEW 
HOW TO TURN 
TIME INTO MONEY, 
LIKE 


FEDDERS 
DEALERS 
DO 





















= Fedders dealers all over the country are beating the gun again this 
_ year... lining up, signing up with America’s No. 1 air conditioner. In 
addition to the tremendous 1960 season that gave Fedders and Fedders 
dealers a 35% sales increase, there are some mighty good reasons for 
this big rush. = Dealers know that when they feature a sure seller 
like Fedders Air Conditioners, profit-producing sales start with money- 
= Making buys. That's why thousands of them who depend every year on 
the World's Largest-Selling Air Conditioner for warm-weather sales and 
profits, are placing their 1961 Fedders orders right now. Substantial 
buying incentives being offered by Fedders distributors will add more 
- profit to every 1961 sale than the 10% Excise Tax savings Fedders 
dealers enjoyed this past summer. = Free financing, floor planning 
and warehousing right through to next summer allow fast-acting 
Fedders deaters to take advantage of this money-making buy without 
cost. They get a stacked deck in every other way—a 10-day jet holiday 
in Rio de Janeiro next Fall for a remarkably small order, for instance, 
Late August and September heat in many parts of the country will again 
help these dealers sell air conditioners in December, January and Febru- 
ary. (Trading on late heat spells in 59, one dealer racked up $94,000 
in mid-winter air conditioner sales last year without mentioning excise 
tax savings.) ® That’s why Fedders dealers are rushing to turn time 
into money right now. But all during the coming year, they'll make an 
even more impressive use of time’. Turn the page and see how 
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WITH A 77- 











FEDDERS 
TURNS 









WORLD’S LARGEST SELLING 
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SECOND INSTALLATION 





AT LAST—A PRACTICAL 
INSTANT INSTALLATION 
THAT MOUNTS FLUSH 
WITH WINDOW SILLS 


No kits to buy, no separate parts to as- 
semble. Fedders’ CC-77 Installation Sys- 
tem* is built right onto the cabinet itself. 
A flexible metal side plate unrolls on a 
rugged track to the exact width of the 
window; adjusts to the exact size of the 
window track for maximum strength and 
security. Miracle DuPont weather barrier 
withstands outdoor temperatures from 
140° to 40°; seals out rain, wind, heat. 
The one-piece design of Fedders’ 77-Sec- 
ond Installation eliminates the seams and 
separations of garden-variety telescoping 
installation kits. M@ Fedders dealers can 
demonstrate this big-selling feature that 
turns seconds into savings on a new 1961 
Selling Center that’s ready for shipment 
right now...and in an eye-catching, traffic- 
stopping motion window display this spring. 


IN LEADER MODELS, T00! 


Even economy-priced Fedders “77” series 
air conditioners come with the 77-Second 
Installation. Boost volume and profits 
with the most-wanted sizes (6,000 to 
8,000 BTU’s)...sensational retail prices... 
and the big sales slogan of 1961: “From 
carton to cooling in 77 seconds.” 











WHY COOL AN EMPTY 
HOUSE...OR COME HOME 
TO A HOT ONE? 


Fedders’ exclusive Climatimer turns itself 
on... just in time to greet owners with 
“welcome-home” cooling at the end of a 
fatiguing summer day. Customers who 
know how heat and humidity build up in- 
side a closed-up house or apartment by 
the end of a hot day...and the agonizing 
wait before ordinary air conditioners can 
overcome this stored-up heat, will choose 
a Fedders Climatimer model every time. 
@ What a sales pitch! As simple to dem- 
onstrate and operate as a clock-radio. Big 
savings, too, that more than pay for the 
small cost of this important feature in 
lower operating costs as well as in greater 
comfort and convenience. Yes... Clima- 
timer is available on the lowest-priced 
Fedders models and with the 77-second 
installation. 


COMING TO YOUR TOWN 
SOON...WATCH FOR IT! 


Your Fedders distributor is getting ready 
right now to show the greatest air con- 
ditioner line in the history of comfort— 
Fedders for 1961. More than 50 great mod- 
els, including the ones you need most in 
your market: instant installations...Clima- 
timer models...versatile heat pumps... 
best-selling casement models...and stand- 
ard air conditioners with a simplified mount- 
ing system that will pay far bigger profits 
to dealers who do their own installations. 
@ Watch for his announcement soon. 
*Patent applied for 
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Brawley 
of G-E 


D. Winer was 
elected president of the corporation, 


Capehart—Julius 


succeeding his brother, Jack M. 
Winer, who died on Aug. 30. He was 
a vice president and director of the 
corporation and president of the 
Dynamic Electronics Division. 


Thomas Organ Co.—George E. Gil- 
christ has been named director of 
merchandising. He was manager of 
the organ division of Lyon and 
Healy, Chicago. 


Eureka Williams Co.—William H. 
Bowen was made central sales man- 
ager of the area comprising Cincin- 
nati, Cleveland, the Midwest and 
Minneapolis. Replacing him as man- 
ager of the Cincinnati region is Wal- 
ter G. Maerki, and Arthur D. Spur- 
rier takes over as Cincinnati branch 
manager. Calvin J. Mason has been 
appointed manager of the Akron 
branch, Paul H. Smith of the Phila- 
delphia branch, and Herbert A. 
Swafford of the Houston branch. 
Curtis B. Stoker Jr. will manage 
a new branch in Shreveport, La., 
and Harry Lindsay another in Birm- 
ingham, Ala. 


Symphonic Electronic Corp.—Ber- 
nard H. Lippin was elected presi- 
dent of the Lynch Corp., manufac- 
turers of glass forming and plastic 
packaging machinery. Lynch re- 
cently acquired Symphonic Elec- 
tronic Corp., manufacturers of 


phonographs and tape recorders. 











TELEVISION 
DEPT 


“It has frosted glass—for people who 
just like to listen.” 











Winer 
of Capehart 





Lippin 
of Lynch 


Donnelly 
of Permaglas 


Lippin is board chairman of Sym- 
phonic, which will continue opera- 
tion as an independent subsidiary 
of Lynch, with no change in man- 
agement personnel. 


Scott Laboratories, Inc.— Stanley C. 
Bogart has been elected vice presi- 
dent in charge of operations, and 
will be responsible for engineering, 
design, procurement and manufac- 
ture of the company’s electronic 
products. He was president of Ros- 
tan Corp., manufacturers of elec- 
tronic components, and prior to that 
vice president and general manager 
of Philharmonic Radio Corp. of New 
York. Richard W. Jones has been 
appointed director of advertising. 


A. O. Smith Corp.—James F. Don- 
nelly Jr. was appointed manager of 
advertising and sales promotion for 
the Permaglas division, which mar- 
kets the corporation’s domestic 
water heaters. 


Ironrite Inc.—James D. Hopkins was 
appointed national field service 
manager. He was regional sales 
manager of National Presto. 


General Electric Co. J. F. Stark 
will head a new national distribu- 
tion operation for G-E’s housewares 
and commercial equipment divi- 
sion. Under him will be managers 
of the following sections: National 
accounts, customer relations, distri- 
bution planning and premium sales. 

Succeeding Stark as marketing 
manager for the portable appliance 
department is N. A. Langenfeld, 
now sales manager for the radio re- 
ceiver department. 

And in the same division, J. B. 
Brawley, who was northeastern re- 
gional sales manager for the auto- 
matic blanket and fan department, 
has been promoted to marketing 
manager for the vacuum cleaner 
department. 


Chrysler Airtemp—Joseph B. Og- 
den has resigned his position as vice 
president of marketing. He has 
joined Vendo, a Kansas City vend- 
ing machine manufacturer. No suc- 
cessor had yet been appointed. 


Westclox—Ronald E. Weaver has 
been appointed specialty sales man- 
ager. Formerly product manager 
for electric clocks, he will handle 
premium and awards business. 
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DALE R. BAUER ADVERTISING SALES 


MANAGER 


WAYNE SMITH PROMOTION AND 


CIRCULATION MANAGER 
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$3.00 per line, minimum 3 lines. 
Position Wanted ads in this style, 





14 the above rate. To figure ad- 
vance payment count 5 average 
words to a line. 


DISPLAYED RATE 


The advertising rate is $23.07 per 
inch for all advertising appearing 
on other than contract basis. Con- 
tract rates quoted on request. 
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PROMOTION 
WRITER 


National magazine, expanding advertising 
promotion staff, seeks young man capable of 
writing clear, crisp, business-like direct-mail 
copy. Writing experience necessary, but need 
not be in magazine promotion. New York 
City location. Tell us about yourself, experi- 
ence, salary desired, in letter and enclose 
recent samples. 


P5254 ELECTRICAL MERCHANDISING WEEK 
Class. Adv. Div., P.O. Box 12, N. Y. 36, WN. Y. 








FACTORY REP APPLIANCE LINES 
ORE., WASH., PANHANDLE IDA., ALASKA 
BRUCE DUNCAN 
517 DEXTER, SEATTLE 9, WASH. 








Your Inquiries to Advertisers 
Will Have Special Value .. . 


—for you—the advertiser—and the pub- 
lisher, if you mention this publication. 
Advertisers value highly this evidence 
of the publication you read. Satisfied ad- 
vertisers enable the publishers to secure 
more advertisers and—more advertisers 
mean more information and more prod- 
ucts or better service—more value— to 
YOU. 











ee ee 














SEPTEMBER 26, 1960 


TAKING STOCK A quick look at the way in which 


the stocks of 52 key firms within the industry behaved 


during the past week. This unique summary is another 
exclusive service for readers of EM WEEK. 





Bo). 








ie BP boris! 
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STOCKS AND DIVIDENDS | 

IN DOLLARS | HIGH 
NEW YORK EXCHANGE 
Admiral 23%, 
American Motors | 29/2 
Arvin Ind. | 27'/2 
Borg Warner 2 48\/, 
Carrier 1.60 41% 
CBS 1.40B 45% 
Chrysler | 71% 
Decca Records 1.20 35% 
Emerson Electric | 50 
Emerson Radio .50F 22'/g 
Fedders | 20% 
General Dy. 2 | 58% 
General Elec. 2 | 997%, 
General Motors 2 | 55% 
General Tel & El .76* 34!//, 
Hoffman Elec. 60 | 30144 
Hupp Corp. .37T | 13% 
Magnavox | 55 
Maytag 2A 44!/, 
McGraw-Edison 1.40 45%, 
Minn. M&M .60 88 
Montgomery Ward 2 55% 
Monarch .2EO 19%, 
Motor Wheel | 23% 
Motorola | 98 
Murray Corp. 29'/g 
Philco 4G 38, 
RCA 1B 78% 
Raytheon 2.37T, 53% 
Rheem .60 28%, 
Ronson .60 13 
Roper GD 21'/, 
Schick 163, 
Siegler Corp. .40B 43 
Smith A. O. 1.60A 53% 
Sunbeam 1.40A 64!/, 
Welbilt .10G 7% 
Westinghouse 1.20 65 
Whirlpool 1.40 347g 
Zenith 1.60 1293, 
AMERICAN EXCHANGE 
Casco Pd. .35E 10 
Century Elec. '/, 9% 
DuMont Lab. 12! 
Herold Rad. 7%, 
lronrite .25T 10! 
Muntz TV 6!/, 
National Presto 12% 
Nat. Un. Elec. (Eureka) 3%, 
Proctor-Silex 97/, 
MIDWEST EXCHANGE 





Knapp-Monarch —_ 
Trav-ler Radio | — 
Webcor 
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1960 CLOSE | CLOSE NET 
LOW | SEPT. 12 | SEPT. 19 | CHANGE 
12%, 13'/ 12!/2 — | 
20!/4 22 205% — 1% 
18% 20'/g 191/, — kh 
33'/) 35 33% — iy 
27, 31 30 — | 
369% 399% 39 — ¥% 
40 443% 41% — 2% 
17% 33/2 32 — Ii 
33 4534 40'/, — 5i/, 
11, 15!/, 13% — I% 
16l/, 16!/, 165% + Ve 
38 39 38!/, — ¥ 
75% 80!/ 755% — 44 
43 437/, 43 a 
27 29 274% Vg 
18!/, 21%, 20% Vp 
75% 8%, 8\/g — 
31% 47\/g 44 —o Be 
31 33! 33 — ' 
33'/ 35 33!/, — I, 
65 69% 65!/4 — 4% 
29% 30% 297%, — kh 
129% 13 12%, — 
14 15%, 14!/, — 4% 
71%, 80 71%, — 8% 
244%, 28!/2 26/4 — 2%, 
21% 23\/g 21% —= (ih 
59'/2 59 533% — 5% 
35! 3281/4 353%, — 2i/, 
15% 16% 16 — % 
9% 12/4 12% + I, 
14!/ 17/2 165% — I", 
9/4 10% 9%; — kh 
29%, 33'/, 30% — 2% 
33%, 38% 35% — 3, 
48!/2 54!/2 51, = 3, 
5 41, 4%, — kh 
45/2 52% 485, = 45 
22 24/4 23% in Yo 
89!/g 122 114!/, — Ws 
6% 9%, 97g — 
7 7 7 iss 
6!/2 12%, | 12m | — 
I i% | 1% | = 
b/s 7%, 8 + Vp 
5% | 5 | — 
10% 14% | 14 — % 
2% 2% | 2, — 
6% Th | Th | — % 
— 5% | 5y, | ~_ 
“— " 64 | — 
- 13 12% — 








A—Also extra or extras. B—Annual rate plus stock dividend. D—Declared or paid in 1959, plus stock divi- 
dend. E—Paid last year. F—Payable in stock during 1959, estimated cash value on ex-dividend or ex-dis- 
tribution date. G—Declared or paid so for this year. T—Payable in stock during 1960, estimated cash 
value on ex-dividend or ex-distribution date. *Minn M&M, Motorola, Gen Tel & El announced stock splits 


during first six months 1960. 





ANALYSIS: Stocks hit a 1960 low 
this past week. At the close of the 
day’s trading on Sept. 19, the mar- 
ket reflected the biggest, and most 
sudden, drop since the Eisenhower 
heart attack of 1955. Few stocks, if 
any, remained unaffected by the 
trend. On the EM Week chart, the 
average fell 1% pts. with all but 
three issues closing on the negative 


side. Motorola, off 8% pts. over the 
week-long trading, led the declining 
issues. Zenith, down 7%, Westing- 
house off 44%, RCA minus 5% and 
Minn. M&M down 4% also mirrored 
the general decline that has Wall 
Street experts speculating as to 
what happened. Some say it’s strict- 
ly domestic. Others point to inter- 
national tensions. 
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NEW IDEAS 


MAKE THE DIFFERENCE IN 


RONSON 


One year free service on 
all Ronson products. 77 
national service outlets. 


*Certified by York Research Corp. 








RONSON CORPORATION MS-2 
One Ronson Road, Woodbridge, N. J 

Att: Appliance Product Mgr 

Please send me complete information on all Ronson appliances 


plus full details of new cooperative advertising program. 


TS 


_ Another first 
| from Ronson! 


New! CFL Electric Shaver. 
_ Only shaver with “Super- 
+ Trim” — separate cutting 
edge to trim sideburns, 
moustache, long hairs. 
Rated best* of all lead- 
ing electric shavers. 
Shaves Closest, Fastest, 
with the Lightest touch 
because of flexible, 
micro-thin shaving head. 
Suggested retail: $20. 














NAME 
International Standard COMPANY 
of Excellence ADDRESS_____ | : 
CITY ZONE. —___ STATE 
Ronson Corp., Woodbridge, N. J, ae neem SA | 








LOW COST 
STORE FIXTURE 





PROVED BY THOUSANDS 
TO INCREASE: 


© IMPULSE BUYING 

® SELF-SERVICE 

® RELATED ITEM SALES 
SELL MORE—SELL FASTER — SELL EASIER 
7 all with the amazingly LOW-PRICED 
HIGH-QUALITY, FLEXO-SPACE. Self-Service 
makes it easier for your customers to buy. 
USABLE SELLING SPACE ALL AROUND the 
entire Island . . NO BLIND SPOTS! Use 
in all departments. 


Write today for full details of how YOU 
can make your sales soar at an unbelievable 
low cost with FLEXO-SPACE. 


FREE 


ALL NEW 50- PAGE WHOLESALE 
DISCOUNT CATALOG 
WRITE: 


ADD SALES CO. 


802 YORK STREET 
MANITOWOC, WISCONSIN 









NEW REPLACEMENT CUSTOMERS 
CAN INCREASE YOUR SALES.-.-- 


BOOST 
YOU 
BRAN 





8 O 0 


Appliance retailers in central- 
cities are continually losing white 
customers to suburban shopping 
centers. As a vital replacement, 
central-city appliance stores are 
now increasingly dependent upon 
brand-conscious Negro custom- 


- ers, who spend up te 19% more 


on a per capita basis for all types 
of appliances. 

This population change-over has 
been so rapid that some market- 
ing men are amazed to learn that 
Negroes now account for well 
over 53% of the total population 
of Washington, D. C., 31% of 
Newark, 27% of Detroit and 36% 
of New Orleans. In light of these 
changes, your media and big-city 
marketing strategy must be re- 
evaluated. 

EBONY Magazine is purchased 
by more Negroes and has more 
“effective” local coverage of this 
untapped potential than any 
other visual medium. 

Why not help these central-city 
retailers boost your brands by 
19%? Write for Booklet HF, “‘ Re- 


tailers Are Losing Your Customers.” 


EBONY 
“Your Central City 
Magazine” 


NEW YORK 
CHICAGO 
LOS ANGELES 
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HHITACH/ 


ELECTRICAL MERCHANDISING WEEK 


| A Quick Check of BUSINESS TRENDS 


LATEST | Preceding YEAR THE YEAR 


full dealer markup— 


makes selling more profitable— 
listening more fun! 


| 





=o 











TH - 667 

6 -Transistor 
Portable 
$39.95 


The complete 


Hitachi line offers 








even at its 


lowest list price. 


for baseball 
and football 
...the incredible 


PIITACH | 


slim-line 6-transistor 
shirt-pocket radio 


Take it out to the ball game... or any- 
where you roam! Slimmest of the slim, 
this finger-thin portable is a wonder in 
performance. Offers the fine tone quality 
and sensitivity of much larger sets. 6 life- 
time transistors plus thermistor and diode; 
powerful dynamic speaker. Operates in- 
doors or outdoors on single battery. Beau- 
tiful plastic and metal case, only 23% x 
4% x 15%, in Beige, Coral, or Black. Gift 
boxed, with 2 leather carrying cases for 
radio, earphone, long-range antenna. Fully 
Guaranteed. TH-627R 


HITACHI sets the Standard for 


Value in the American Transistor Radio Market 


Offers your customers the most for their money 
over any other nationally advertised quality radio. 

Through The Sampson Company and 213 U. S. 
distributing and servicing points, local Hitachi 
dealers are assured dependable service and promo- 
tional support. 





WH-7G1SW + WH-761-MB 
Short Wave - AM 
Marine Band AM 

1- Transistor Pocket Portables 

$4.95 


Contact the Hitachi distributor nearest you today, or write 


THE SAMPSON COMPANY (Estoblished 1921) ELECTRONICS DIVISION 
2244 SOUTH WESTERN AVENUE, CHICAGO 8, ILLINOIS 





FACTORY SALES 
appliance-radio-TV index (1957 — 100) 


RETAIL SALES 
total ($ billions) 


APPLIANCE-RADIO-TV 
STORE SALES 

($ millions) 

CONSUMER DEBT + + 
owed to appliance-radio-TV dealers 
($ millions) 

FAILURES 

of appliance-radio-TY dealers 


HOUSING STARTS 
(thousands) 


AUTO OUTPUT 

(thousands) 

PERSONAL CONSUMPTION 
EXPENDITURES 

for furniture-household equipment 

($ billions) 

DISPOSABLE INCOME 
annual rate ($ billions) 


CONSUMER SAVINGS 
annual rate ($ billions) 


EMPLOYMENT 
(thousands) 





MONTH 
112 


18.1 


329 


276 


354.34 


25.8+ 


68,282 





MONTH 
120 


18.1 


320 


277 


347.0+ 


23.7+ 


68,689 





AGO 
115 


18.3 


340 


284 


23 


338.3+ 


24.8+ 


67,241 





SO FAR 


2.6% down* 
(June 1960 vs. 
June 1959) 
1.1% down 
(Aug. 1960 vs. 
Aug. 1959) 
3.2% down 
(July 1960 vs. 
July 1959) 


2.8% down 
(July 1960 vs. 
July 1959) 


34.7% up 
(Aug. 1960 vs 
Aug. 1959) 


10.5% down 
(Aug. 1960 vs. 
Aug. 1959) 


37.1% up 


1.5% down 
(2nd qtr. 1960 


vs. 2nd qtr. 1959) 


4.7% up 
(2nd qtr. 1960 


vs. 2nd qtr. 1959) 


40% up 
(2nd qtr. 1960 


vs. 2nd qtr. 1959) 


1.5% up 
(Aug. 1960 vs. 
Aug. 1959) 





*New index being used. Federal Reserve Bulletin, Jan. 1960 (seasonally adjusted). 


**Figures are for week ending September 17, 1960 and preceding week (revised). 


+Figures are for quarters. 


+ +Federal Reserve Bulletin figures (revised). 





A Quick Check of INDUSTRY TRENDS 


An up-to-the-minute tabulation of estimated industry ship- 
ments of 15 key products. New figures in bold-face type. 


la cen cme 
DRYERS, Clothes, Electric... 


| ee aes Sau ; 


FOOD WASTE DISPOSERS.... 


FS ESRI CE re 
PHONOGRAPH SHIPMENTS... 


PHONOGRAPH RETAIL SALES... 


RADIO PRODUCTION (excludes auto)... 
RADIO RETAIL SALES... 


TELEVISION PRODUCTION... 


TELEVISION RETAIL SALES... 
 . 
RANGES, Electric, Standard 
Built-in 
RANGES, Gos, Standard 
ASI ee ; 

VACUUM CLEANERS 
WASHERS, Automatic & Semi-Auto 

Wringer & Spinner... 
WASHER-DRYER COMBINATIONS... 
WATER HEATERS, Electric (Storage) 
WATER HEATERS, Gos (Storage) 





July 
7 Mos. 
July 
7 Mos. 
July 
7 Mos. 
July 
7 Mos. 
July 
7 Mos. 
July 
7 Mos. 
July 
7 Mos. 
Week Sept. 
36 Weeks 
July 
7 Mos. 
Week Sept. 
36 Weeks 
July 
7 Mos. 
July 
7 Mos. 
July 
7 Mos. 
July 
7 Mos. 
July 
7 Mos. 
July 
7 Mos. 
July 
7 Mos. 
July 
7 Mos. 
July 
7 Mos. 
July 
7 Mos. 
July 
7 Mos. 
July 
7 Mos. 





1960 
(Units) 


34,100 
311,700 
50,264 
362,592 
22,316 
192,585 
52,600 
416,200 
97,500 
671,800 
293,551 
2,100,422 
239,736 
2,104,779 
9 197,816 
6,860,097 
$73,363 
4,451,721 
9 116,229 
3,924,367 
392,858 
3,050,385 
291,500 
2,069,200 
57,100 
492,400 
45,000 
393,600 
89,200 
844,600 
24,200 
200,900 
223,008 
1,905,476 
174,608 
1,403,460 
43,047 
416,901 
8,974 
88,840 
55,800 
407,000 
260,200 
1,615,700 





1959 
(Units) 


34,500 
274,900 
66,791 
406,601 
28,457 
196,068 
63,500 
413,900 
124,606 
717,600 
203,259 
1,698,880 
207,721 
1,738,997 
206,141 
5,961,628 
526,827 
3,685,708 
138,406 
3,957,487 — 84 
370,575 
2,634,532 
370,800 
2,237,100 
67,100 
562,700 
62,100 
415,400 
116,900 
925,900 
26,800 
187,300 
221,232 + 80 
1,932,422 
251,300 
1,621,539 
66,763 
506,709 
9,665 
96,914 
70,300 
507,400 
245,100 
1,787,500 


% 
Change 


— 1.16 
+13.39 
—24.14 
—10.82 
—721.58 
=~ bie 
1717 
+ .56 
—21.75 
—13.61 
+44.42 
+23.64 
+15.41 
+21.03 
— 4.04 
+15.07 
+ 8.83 
+20.78 
—16.02 


+ 6.01 
+15.78 
—21.39 
— 151 
—14.90 
—12.49 
—27.54 
— 5.25 
—23.10 
— 8.78 
— 9.70 
+ 1.26 


— 1.39 
—30.52 
—13.4 
— 35.52 
—17.12 
— 115 
— 8.33 
— 20.63 
—19.79 
+ 6.16 
— 9.61 








Sources: 


NEMA, AHLMA, VCMA, EIA, GAMA. 
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HA-91 ... self-setting washer 
with 11 push-button cycles. 


HA-90 ... 2 speeds, 3 cycles 
with automatic bleach dispenser. 


HA-70 ... 2 speeds, 2 cycles 
with Magic-Mix Dispenser Filter. 


HA-42 ... 2 speeds, 2 cycles 
with big capacity at low cost. 


I 


HA-16...2 speeds, 2 cycles 
with space-saving design. 





ya 


HA-06 ... 2 cycles, 3-temp washer 
only 24 inches wide. 








Ask your distributor about 


PYT:61 . 


4, 


3} 


Mli® 


the expense-free vacation 
for RCA WHIRLPOOL dealers Gn wre S 


¢ 


and their salesmen. “term 


WWF, 
Ml 


Join up! 


Magic-Mix Dispenser Filter 
filters out lint...blends in detergent! 


Another selling plus! As wash and rinse waters are constantly 
pumped through this exclusive Magic-Mix* Dispenser Filter, hun- 
dreds of Nylon “fingers” capture and hold objectionable lint and 
fuzz. Built into the rim, it does not interfere with loading and un- 
loading and it works on full and partial loads. It also dispenses soap 
and detergent from the filter well, thus avoiding detergent and soap 
burn or deposits in clothing creases. 

This is another in the strong array of RCA WHIRLPOOL exclusive 
features that give you more to sell! *Tmk. 


From top to bottom... stronger than ever 
to give you a powerful STEP-UP STORY! 


Your family will love our family of home appliances 


Products of WHIRLPOOL CORPORATION St. Joseph, Michigan 


Use of traodemorks A ond RCA authorized by trademark owner Rodio Corporation of Americo 


... it’s easier to sell RCA WHIRLPOOL than sell against it! 
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THE KELVINATOR PLUS ... SOMETHING WORTHWHILE TO SELL BESIDES PRICE 


“Kelvinator belteves in ‘trips for dealers’ 
that pay dividends for years to come” 







~ 


(thet 
ite 
= = 


poe es 
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Burns Finlayson F. W. Peveto Richard Ragland 


KELVINATOR DIVISION, 


wi SAYS GEORGE ROMNEY 


“At Kelvinator we subscribe to this belief: the dealer who knows his business 
better, will better his business. And the more sound businessmen we have, the 
better off the appliance industry will be. This is the reason Kelvinator has awarded 
each year ten scholarships to the NARDA Institute. These trips result not only in 
pleasant memories, but also in a more profitable future.”’ 


—George Romney, President, American Motors Corp. 


AND TEN 1960 NARDA INSTITUTE 
SCHOLARSHIP WINNERS AGREE! 


“TI have learned a | a many new things in the past 4 days... the 
NARDA School of Management is performing a wonderful service.” 


— Burns Finlayson, Finlayson Electric, Tulare, California 


“My contact with this Institute has exploded many fixed ideas, opened 
new fields of profits.” - 


—F. W. Peveto, Peveto Furniture Company, Sherman, Texas 


“A very valuable course—well planned and well organized—geared 
to the present.” 


—Richard Ragland, West Kentucky Supply Company, Paducah, Ky. 


“Seven long days of thought-provoking insights into the diseases of 
our industry, and an adventure in education that may be our own 
wonder drug.” 


—-Lou Arvanites, Jordan Marsh Company, Framingham, Massachusetts 


“I have never learned so much in such a short time as I have this 
week at the NARDA Institute.” 


— John Hoekstra, Hoekstra Sales Company, Kalamazoo, Michigan 


“I feel I now have a much greater knowledge of the appliance and 
TV business . . . will be more capable of rendering better service 
and customer satisfaction.” 


—Kelly L. Atkins, B. F. Goodrich Store, Clarksville, Tennessee 


“The entire Institute focused on needs of my business of which I had 
not previously been aware.” 


—Floyd H. Boykin, Boykin Furniture Company, Camden, S. C. 


“In wealth of materials and wealth of ideas . . . the Institute has given 
me a new and more useful concept of appliance merchandising.” 


—Gerald A. Leise, Krueger-Ihle Appliance, Norfolk, Nebraska 


“Future-minded dealers should plan now to attend the next Institute. 
My reservation is placed for next year.” 


—Charles Labanowsky, Jr., Good Housekeeping Shop, Kenosha, Wisconsin 


“The Institute of Management has been of inestimable value to me 
by showing how my business can be improved to the benefit of myself 
and my community.” 


A —Donald A. Harris, Charlottesville Tire Serv., Charlottesville, Virginia 


Lou Arvanites John Hoekstra Kelly L. Atkins Floyd H. Boykin Gerald A. Leise Charles Labanowsky, Jr. Donald A. Harris 


AMERICAN MOTORS CORPORATION, DETROIT 32, MICHIGAN 








